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MERCHANTS RECORD & SHOW WINDOW 


more welcome than ever before 


as la, 


o s 
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. and soon American womanhood will again be 
searching for the Ensemble that will make her a 
"Shining Star" in the BIG PARADE. Symbolic of 
Easter's most cher'shed memories, these distinctive 
new KORRECT-WAY displayers are naturals for 
commanding attention and creating desire for the 
merchandise they display. Made of reinforced 
DURALOID composition and fitted with crystal clear 
plate glass shelves. “CASH IN" on the added 
appeal their use will give your displays . . . order 
today, NOW! 


EASTER EGG—No. F1868—Snow- white 
with naturally tinted flower and grass 
IW” high. 18” dia. glass shelf 


HUMOROUS HORSE — No. F1769 


Snow-white_ finish 13” high. 10” dia 


$7.95 
glass shelf 


EASTER BUNNY — No. F1869 — Snow 
white, with naturally tinted eyes, whis 
kers, ete. 24” high. 10” dia. glass shelf $5.95 
WEE DEER—No. F1809—Snow-white 
finish. 17'2” high. &” dia. glass shelf $5.95 


TULIP PEDESTAL—No. F1757 


— baad 12” high Two 10” dia. $5.25 
CHERUB —No. F1767 Finished a dainty $5.95 


pink 18” high. 10” dia. glass shelf 


Snow 
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KORRECT-WAY me DISPLAY PRODUCTS 


NEW YORK 
ATLANTA 


BALTIMORE | 


BOSTON. 
BUFFALO 
CHICAGO 


CINCINNATI . 


“The Best for You in Forty-Two” 


43-51 West 36th St. 

. Melvin S. Roos 
William's Corporation 
Eastern Displays, Inc 
Samuel C. Dutch & Son 
. Hecht Fixture Co 
General Display Corp. 


CLEVELAND 
DENVER . 
DETROIT . 


Pribil Display & Sup. Co 
. Walter W. Martin 

The Art Products Co. 
KANSAS CITY. | National Equipment Corp 
LOS ANGELES . Grossman & Silvers, Inc 
MINNEAPOLIS L.E. Hier Display Equip. Co 
NEW ORLEANS Gulf States Display 


PHILADELPHIA Naythons Display Fixture Co 
PITTSBURGH ._. Deweese Display Equip. Co 
PORTLAND . . Northwest Display Equip 
ST. LOUIS . Midwest Disp. Equip. Co 

SAN FRANCISCO Kehoe Display Fixture C 

MONTREAL . . Miller's Dis. Fixts., Regd 
HONOLULU. ...... =. + Beders 





“On Our Side’ FUNCTIONAL FLAG DISPLAY 


SIZE AS PHOTOGRAPHED: 9 teet wide; 15 inches deep; 5 feet high. (Functional—mony other sizes and arrangements can be obtained 


FLAGS “ON OUR SIDE’’ FOR VICTORY 


All Americans are anxious to see and know the flags of nation’s “on SINGLE $] 73° Flags are processed in 
e 


our side’’-—The arrangement is functional and can be made suitable SET colors, die-cup to shape Copy 
for most any location or space. In your windows... over elevators... aiigine 


on ledges... anywhere... keep them flying. Yes loan them to charities TWO SETS $ pen _Sield is processed in blue with white 
patriotic meetings and local events. They will build much good will. op MorE | 5 SET ‘PY and gold ettect eagle and border 


is processed in red with white py 


COLORFUL — FORCEFUL — FOR WINDOWS AND INTERIORS 
kkewe we keke Khe Ke Ke KK KK 


REDECORATE ONE OF YOUR 
FASTEST GROWING AND BEST 


AMERICAN PAYING DEPARTMENTS WITH . . . 
EAGLE with Shield | BABY MINE’. DUMBO 


EVERYTHING FOR THE WINDOW 
AND INFANTSWEAR SECTION 


Beautiful PREPARE NOW FOR 


° BABY WEEK—APRIL 27—MAY 2 
Wood Carving 


° 
J, : : FREE...Write Today! 
7 we wgn—ss inches wide Complete Folder ‘BABY MINE’ Display Promotion Materials 
—about 2 inches deep. Carved 


of genuine light birch with rich 

g —_. 9 FREE eee Just off the press 
natural finish. Use over and over — neeeliialee Musttaled beens 
again for years—on any type ie | brochure with fuil description 


background of 12 Walt Disney Insignia 
; posters and 7 insignia Comu 


ras showing 54 Insignia de 


: } signs. Also, 6-page brochure 
ONLY $ 2 5 EACH , a on V for Victory properties 


carvings, Comura and posters 
4 : in full color. With suggestions 
ORDER TODAY! for uses in windows, interiors 


and all Patriotic displays 
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OUR NEXT ISSUE 


Probably one of the most spectacular and suc- 
cessful promotions of all time is the Latin-America 
Fair at R. H. Macy & Co., New York. Complete 
details and photographs on this event will be 
included in the March DISPLAY WORLD... . 
Also, M. J. Wood, Purcell's, Jacksonville, tells 
about a truly novel Marineland tie-in, while E. J. 
Tackney presents a splendid page of patriotic 
designs with many adaptations. . . . Other timely 
features will keep you fully abreast of the dis- 
play parade. 


1942 


“Display can and will aid and support all 
national objectives without neglecting its pri- 
mary task, to sell. Display can and will tell 
to the public the earnest efforts of retailers to 
unselfishly help their community and nation. Dis- 
play can and will do all this, and do it with cur- 
tailment of many properties and supplies now 
needed for the nation's defense.''"—Charles H. 
Bear, Jr., president, Charles H. Bear & Co., 
York, Pa. 


THE COVER 


To commemorate the centennial of Gimbel 
Brothers, New York City, Luke Maletich devoted 
an entire battery of windows to the story of 
American achievement. Each window covered 
the progress made in conquering sickness, pov- 
erty, ignorance, aggression, and similar subjects. 
Each window contained a mechanical book which 
gave statistics on the topic dramatized in the 
display. The general slogan was, "The First 
Hundred Years were the Hardest .. . the Best 
Hundred Years lie ahead." 
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The New Idea, the creative approach to fashion pres- 






entation. Glamorous, exquisitely sculptured manne- 






ie i s Guia... . styled by America’s recognized leading 






display artists . . . exclusive creation of the Mary 






Brosnan Studios. Custom styled to express the per- 






sonality of your store, your town, your clientele, at no 






extra cost. The new standard of service in the cre 





ative display world, so eagerly welcomed that in less 





than a year, the Mary Brosnan Studios have been 






obliged to triple their working space. 
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\ surreal and enchanting sextet by Desha, “the girl who paints 






the wind,” and young New Yorker fashion types. ¢ tlamorous 






Conversation Groups of “Fashion Exotics.” A series of sophis- 





















7 ticates interpreting “That New York Personality.” New col- 

= laborating artists, new techniques, new viewpoints. Dozens | 

= of new models, of all sizes, ages, types, with exciting new | 
variety of action poses. Presented in a gala Spring setting by 

| Eleanor Le Maire. Visit our New York Show Rooms, bask 

d 

of yo in this world of inspiration for new dramatic effects in color, 

d a 

Y- lighting, decor. Or let us send you photos and full details. 
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A WAR MESSAGE 


to 


ALL EMPLOYERS 


* From the United States Treasury Department * 


WINNING THIS War is going to take the mightiest effort 
America has ever made—in men, in materials, and in 
monev! Every dollar, every dime that is not urgently 
needed for the civilian necessities of food, clothing, and 
shelter, must, if we are to secure final Victory, be put into 
the war effort. 

An important part of the billions required to produce 
the planes, tanks, ships, and guns our Army and Navy 
need must come from the sale of Defense Bonds. Only 
by regular, week by week, pay-day by pay-day invest- 
ment of the American people can this be done. 

This is the American way to win. This is the way to 
preserve our democratic way of life. 

Facing these facts, your Government needs, urgently, 
your cooperation with your employees in immediately 


enrolling them in a 


PAY-ROLL SAVINGS PLAN 


The Pay-Roll Savings Plan is simple and efficient. 
It provides, simply, for regular purchases by your em- 
ployees of United States Defense Bonds through system- 
atic—yet voluntary—pay-roll allotments. All you do is 
hold the total funds collected from these pay-roll allot- 
ments in a separate account and deliver a Defense Bond 
to the employee each time his allotments accumulate to 
an amount sufficient to purchase a Bond. 

The Pay-Roll Savings Plan has the approval of the 
American Federation of Labor, the Congress for Indus- 
trial Organization, and the Railroad Brotherhoods. It is 
now in effect in several thousand companies varying in 
number of employees from 3 to over 10,000. 

In sending the coupon below, you are under no obliga- 
tion, other than your own interest in the future of your 


country, to install the Plan after you have given it your 


consideration. You will receive—l, a booklet describing 
how the Plan works; 2, samples of free literature fur- 
nished to companies installing the Plan; 3, a sample 
employee Pay-Roll Savings authorization card; and 4, 
the name of your State Defense Bond administrator who 
can supply experienced aid in setting up the Plan. 

To get full facts, send the coupon below 
—today! Or write, Treasury Department, Sec- 
tion B, 709 Twelfth St., NW., Washington, D. C. 


HOW THE PAY-ROLL SAVINGS 
PLAN HELPS YOUR COUNTRY 


It provides immediate cash now to produce the finest, 
deadliest fighting equipment an Army and Navy ever 
needed to win. 


It gives every American wage earner the opportunity for 
financial participation in National Defense. 


By storing up wages, it will reduce the current demand 
for consumer goods while they are scarce, thus retarding 
inflation. 


It reduces the percentage of Defense financing that must 
be placed with banks, thus putting our emergency financ- 
ing on a sounder basis. 

It buildsa reserve buying power for the post-war purchase 
of civilian goods to keep our factories running after the 
war 


It helps your employees provide for their future. 


tion B 


Please 
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MAKE EVERY PAY-DAY...BOND DAY! Vi 


pany § 


ADDRESS «°° 


U.S. Defense BONDS * STAMPS 
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DISPLAY WORLD 


erchandise Distribution and Display 


By EARL W. ELHART, Editor* 


Retail Executive Section, Women's Wear Daily 


Although we are at the moment in a 
period in which rumors of impending short- 
ages in certain lines of merchandise have 
touched off a new buying and hoarding spree 
by consumers, no one would contend that 
this feverish flush of sales is either healthy 
or due to continue for any great length of 
time. Sales increases of 20 to 30 per cent 
which are now not infrequently reported are 
symptomatic of the strangely uncertain world 
in which we live. It makes necessary a re 
examination of some of the basic functions 
of store operation in order that we do not 
completely lose our bearings. Today I am 
going to consider with you some of the as 
pects of display in a war period. 

By way of preface, I think we should take 
up an immediate outgrowth of the war effort 
which may have sweeping effects on the 
whole retail field but particularly on the 
downtown shopping centers. The strict tire 
rationing program which has been set up 
will bring in its train a rapidly diminishing 
use of the automobile for pleasure purposes 
and tor shopping and will disturb the whole 
pattern of retail distribution. The results 
will be acute in direct proportion to the 
extent to which automobiles normally bring 
customers to your doors and the availability 
of substitute transportation systems. 

The congestion of traffic in the downtown 
centers was one of the most powerful causes 
leading to the decentralization of popula- 
tions and shopping districts. What will hap- 
pen when tires wear out and automobiles are 
retired to the garage for the duration of the 
emergency or until new rubber supplies can 
be developed ? 

Of several things we sure. One 
that the pleasures, if any, of 
walking will be rediscovered. We will move 
back from the age of the auto to that of the 
street car, the bicycle and the bus. It may 
be that Old Dobbin will enjoy a revival of 
popularity. Downtown shopping areas will 
be moved, in time, from perhaps fifteen or 
twenty minutes from the suburbanite’s front 
door to an hour or an hour and a quarter. 
Carrying packages will be an additional ob- 


may be 
of these is 


stacle to long trips to shopping centers. 
The basic problem, it seems to me, ts 
whether there will be more decentralization 
ot shopping or There is no pat an 
swer. Conditions will obviously differ from 
city to city. But by and large, my guess is 
now that the downtown areas are going to 
have to fight harder than ever against the 
competition of outlying and neighborhood 
shopping centers. We might as well recog- 
nize that the automobile as a 
transportation medium is rapidly going out 
oi the picture. 
With increased 
transportation more 
trips will inevitably result. 


less. 


passenger 


and delays in 
infrequent shopping 
It will be the 


sl mwhness 


Address before the St. Louts Display Guild and 
t Advertising Club of St. Louis, January 20, 1942 





New York City 


job of advertising to get shoppers to come 
downtown or to your shopping area. It will 
be the job of display to be sure that they 
come to your particular having 
come in, that they are favorably impressed 
with your merchandise selection. If 
your store is in a neighborhood shopping 
area, it is again display which will help to 
swing the balance either for or 
trip downtown. 

There are some who believe that 


store or, 


and 


against the 


because 
of impending shortages and the apparently 
insatiable appetite of consumers for 
chandise competition will 
considerably diminish. But there is an oppo- 


mer 


between stores 


site point of view which is, I think, more 
tenable. In the first place, serious shortages 
are not likely to show up at retail before 


the third or 
at least that was an opinion frequently ex 
pressed at the National Retail Dry 
\ssociation convention last What is 
happening is that the prices on your 


fourth quarter of the vear—or 


Gsoods 
week. 
now 
cheaper price lines are moving up. It may 
likely be that that 
available spending power of your customers 
$5,000 and up 
spent for the most expensive kinds of goods 
reduced. Phe 
middle ground, in other words, 
to be the field for 
probably more acute and 


very because of taxes 


earning which normally is 


may be considerably great 
will continue 
competition, 

than 
It will be a battle in which the chains, the 


mail order houses and the department and 


intensive 


severe ever. 


specialty stores must take part. 

In this competitive situation display must 
It will 
be so not only because it is a powerful me 
dium for the direct 
for quite another reason. Stores are already 
difficult 
The competi- 


play an increasingly important part. 
influencing of sales but 


complaining that it is increasingly 
to get competent salespeople. 
tion of higher and 
other war industries is drawing off some of 
the best workers in retail 
It is predicted that before this emergency is 
that the 
particularly in certain defense areas 

As the quality of retail selling declines, as 
apparently it will, display, both window and 
interior, must take up the load. It is interiot 
display in particular that must be prepared 
to make up for whatever 


salaries in munitions 


establishments. 


over situation may become acute, 


deficiencies may 
develop in personnel by doing an increas- 
ingly 
and selling them on the spot. 

Display must dramatize the selling points. 
It must show the customer that in a par- 
ticular will get her money's 
worth. The emphasis on informative dis- 
plays must be greatly increased. As prices 
go up consumers will become more critical 
of the quality of the merchandise. The sales- 
person, aided and abetted by good interior 
display, must be in a position to satisfy that 
demand for information. Suppose the shirts 
which formerly sold for $1 must now be ad- 


effective job of attracting customers 


article she 


vanced to $1.25, what story can you tell to 
the customer which will convince him that 
this is the best buy at that price to be had: 
What facts, points, 
etc., can be put in the display selling story 


selling specifications 
which will help you to move that merchan 
dise? 

If this analysis is correct then obviously 
stores must spend more on interior displays 

good interior displays. There was a time 
when the sign shop did practically the whol 
job and the expense was trifling in compari 
son with window displays. In 


recent years 


stores have become increasingly aware ot 
the importance of “point-of-sale display.” A 
few are now spending as much on interior 


displays as they do on their windows 


Scarcity of paper for packaging may 
greatly increase the importance of the inte 
rior display job. A merchandise manager re 
marked the other day that he couldn't get a 
shipment ot toilet soap because the packages 
told the pro 
to ship it even if it came without the 


When the met 


form 


weren't ready. He finally 
ducer 
usual packages 1n the barrel 

that 
going to put it on sale in a 
like the store of fifty 


displayman must get on the job 


chandise comes in in you are 
obviously not 
barrel, general years 
ago. ‘The 
Instances of this type will doubtless be mul 
tiplied as we get deeper into this conflict 
Neither can the small 


rior display. 


store neglect inte 
The big chains have developed 
a semi-permanent type for small items in 
traffic 
not afford more individualized treatment this 


departments. For stores which can 


idea must be studied 
On this point of display trends I think 
you will be interested in a recent comment 


by William Howard, vice-president and pub 
licity director of R. H. Macy & Co., New 
York City. He would that 
in 1942 a lot of fancy advertising techniques 


said: “I guess 


are headed out the window. I imagine the 


trend will be to the simple presentation. 
using line drawings that are factual and 
understandable and easy to buy from. | 
would guess that interior displays will come 


of age in 1942. 


will shift from pretty-but-meaningless deco 


| suspect that the emphasis 


ration to hard-hitting selling displays.” 
It has always been true that display has 
played a fundamental part in the setting of 


the tone of an establishment. It has, unde 


the imaginative hands of its leaders, lent 
distinction, community prestige and good 
will. At this critical time, display has its 


part to play in aiding in the national effort 
and in buildng morale. 

When war broke last December there was 
a brief tendency, I am told, for 
take on a sombre and gloomy air. 


stores to 
\ visit 
ing Englishman told an executive of a store 


in the South: “I think you are making a 
mistake—the same kind of a mistake that 
we made at the beginning of the war. Don't 


[Continued on page 41] 
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os Angeles Displays Build Morale 


By HERB CROSS 
"Dick'' Whittington, Los Angeles 


While every man, woman, and child in 
America is giving his or her attention and 
energy for the ultimate victory in the pres- 
ent war, they are also determined to cling 
to as many as possible of their customary 
pleasures. Strange as it seems, reports tell 
us that life goes on very much as usual in 
England, which accounts to a great extent 
for the wonderful morale that nation has 
maintained. The young still dance ; 
evening clothes are quite the order of after- 
dusk gaiety, especially in London’s West 
End and women have frilly frocks to 
don their war-time duties cease for 
the day. 

With such thoughts in mind, the 
Angeles manufacturers are doing a wonder- 
ful job in creating beautiful styles to bal- 
ance the more severe uniforms which women 


when 


Los 


defense workers wear. All this was quite 
evident at the Los Angeles Spring Fashion 
Openings held at the Hotel Biltmore, Jan- 
uary 19-22. 
past years, by the Associated Apparel manu- 
facturers of Los Angeles, who made elab- 
orate plans for an outstanding 
shows and a follow-up of outstanding win- 
dow displays throughout the area. 

A fine series of spring windows was pre- 
The May Company-Wilshire 
Gorman is display manager. 
entitled “You're in Print 
Again,” featured print dresses in an 
atmosphere of flowers. On the background 
was a handpainted sheet of wall paper of 


This show was sponsored, as in 


series of 


sented at 
where Sidney 
The series was 


and 


flowers to match the apparel. <A _ rose-c 
ored rod extended from the window cent: 
to the background and was decked with art 
ficial orchids. The window card read “Mos 
green printed garlands arranged with 

horizontal treatment.” The photograph a; 
pears on this page. 

An extravagant store promotion windo\ 
was a feature attraction at Barker Brothers 
J. Roy Stewart, display manager, used the 
theme: “For Your Help.” The window, 
illustrated here, was designed to promot: 
the home decorator services the store pro 
The display was divided into thre 
was called “From the Deco- 
another, “From the Small 


vides. 
sections; one 
rator Shop,” 





Home Shop,” and the last was called the 
“American Home Shop.’ Each section was 
a complete display in itself. If the custome: 
equips her home on a small budget, the type 
of furnishings shown in the small home 
shop was recommended. If she likes tradi 
tional designs, the American home type ap 
pealed to her. If custom-made schemes art 
her favorite, the decorator variety of hom«¢ 
furnishings was recommended. Each dis 
play would have fitted perfectly in each « 
They were com 
lighting 


{ 
| 


the three types of homes. 
plete even to the wall paper and 
fixtures. 

Stewart also designed the splendid flower 
window which is illustrated here. It is an 
other promotion window, but for the flower 
arrangement department within the stor 
The setting is a delightful sun porch in a 


—The display at the upper left is the work of 
Sidney Gorman, The May Company-Wilshire. 
. . The other two windows pictured on this 
page are by J. Roy Stewart, Barker Brothers. 
. . « (All photographs by courtesy of "Dick" 
Whittington, Los Angeles) — 
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—The window at the immediate right is one 
of a series of "Saiad Green," by Harvey 
Pettit, J. W. Robinson's. . . . Center, by Stuart 
Raymond, The Broadway-Downtown. .. . Be- 
low, by John E. Cooke, Coulter Dry Goods 
Company— 


modern home. There is a doorway, an easy 
chair, and pottery cabinet. Flower arrange- 
ments were extravagant in the display 

on the tables, on the floor, in the window. 
Every flower was delicately placed and the 
locations of the plants were well chosen. To 
add garden atmosphere, a bird was perched 
on the chair. The wall paper was particu- 
larly attractive in this setting. It was a 
regular floral print, with the exception of 
a light “chickenwire” effect which coursed 
through it. 

Harvey Pettit, display manager of J. W. 
Robinson’s, gave several good reasons why 
fashion is the third largest industry in the 
country. He featured a series of windows 
promoting a new color, “Salad Green,” one 
of which is shown at the top of the page. 
“Salad Green” is the first of a series of 





California market colors to be featured at 
Robinson's during the spring. In the series 
illustrated, the mannequins in the windows 
were attired in all the “greens” that nature 
provides. There was an avocado green, as- 
Pparagus green, string bean green, lettuce 
green, etc. The atmosphere before which 
these fashion colors were shown had a touch 
of the unusual. In each display was either 
a market basket in the window foreground, 
or a salad bowl attached to the background. 
Both the basket and the bowl were huge 
and were constructed especially for this 
purpose. Wherever they were shown they 
were filled with green vegetables, all over- 
sized, made of cardboard and paper. Each 
display had a beautiful mural background 
representing a typical California market. 
This mural was hand-colored in pastel 
shades on a paper called “Seafoam Green.” 
In the display pictured, a smaller basket 
ot vegetables was overturned in the fore- 
ground. The illumination in this series was 
a combination of beige and green. 

\nother splendid series of windows with 
the floral theme was at The Broadway- 
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Downtown. Display Manager Stuart Ray- 
mond called his series “Hot House Rose.” 
The apparel shown was “Gay Prints,” as 
feminine and romance-inspiring as moon- 
light and roses. In the center of each dis- 
play was a flower basket full of roses and 
fern. The mannequins were standing on 
cardboard, cut out to a rose shape, and air- 
brushed that color. In the background was 
a typical garden ladder which was covered 
with buds and greenery. The theme of the 
display “Hot House Rose” was also de- 
picted there by a rose-shaped placard. The 
illumination was in a shade of rose. The 
display is pictured. 

John E. Cooke, display manager of Coul- 
ter’s, had his usual attractive corner win- 
dow. It was entitled “When You Go 
Places, Travel Smartly.” Desert ranching 
was the atmosphere in this showing, as seen 
in the illustration. Immense yucca plants 
towered over the mannequins. Desert 


cacti and pastel pebbles also carried the 
desert theme. In the background was a 
large oil mural painted in the rainbow of 
desert colors. Smart looking luggage for 
the smart looking desert traveler was also 
shown. 
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America 


On December 6, 1941, the management of Stix, Baer & 
Fuller, St. Louis, had approved final plans for an elaborate 
promotion in celebration of the firm’s fiftieth anniversary 
Months of preparation for the golden jubilee were already 
in the background; practically everything was in readiness 
for the store-wide event which was to break immediate], 
after the first of January under the title: “Fifty Golden 
Years.” 
Then came December 7; the nation was at war. Over 
night Stix, Baer & Fuller tossed overboard its anniversary 
pay Reiss ideas. With them went the arrangements made by E. H 
Bold free , Leeker, display director, for an outstanding battery of win 
ow p dows which had been planned as the opening gun in the 
(Gd) ft Se promotion. 
, % WA Cm The store’s management reasoned this way: that during 
an all-out war the retailer has two principal duties to per 
form for the public’s benefit; one, to continue to serve the 
community to the best of his ability as a merchant; two, 
to do his part as a civic leader in guiding the people—to 
show them what they should do for the common cause 
Stix’s officers decided that in such a time of national emer 
gency they could best serve their clients by an educational 
program which would tell every person in St. Louis the 
part each could play in the war effort. It was felt that this 
would be particularly valuable to women, who ordinarily 
pay but little attention to newspaper, magazine and radio 
features dealing with such a subject; it was believed that 
if the story could be put across visually in a medium to 
which women turn instinctively through long habit—the dis- 
play window—it could be driven home as in no other way 
Furthermore, it was decided to steer very carefully away 
from “flag waving.” Every one of the twelve display 
windows had to offer something constructive to the public 
—something educational and morale-building. The store’s 
prestige made it vital that each display be in the best 
of taste. 
The main theme was selected: “We, the People, at 
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War!” The store’s advertising art director caught the 
first plane for Washington. There he visited each of the 
twelve offices of the war program, conterring with govern- 
ment officials on the best subjects to be covered. He was 
given literature, posters, general information. Then he flew 
to Chicago, where E. H. Leeker was already conferring 
with designers of W. L. Stensgaard & Associates, the firm 
selected to do the job. Every minute counted, so seventy- 
five members of the Stensgaard design and production staff 
were assigned to the job. It was completed on schedule— 
twelve complete displays, each covering a different subject, 
but all interwoven around the principal idea of “all out 
jor Victory” and the part of every person in such work. 

The twelve displays are pictured here, not necessarily 
in the order in which they were used in the windows. In 
the left column, top, “Victory in Victuals’—the battle of 
the “kitchen front’ for national health; upper center, 
“America Fights’—a vivid portrayal of our armed forces 
in action; lower center, “Don’t Let Them Down !”—drama- 
tizing the battle of the production line; below, “Bonds and 
Stamps”—what each purchase means in terms of fighting 
equipment. 

Upper right on the same page, “War on Waste”’—the 
“how” of conservation and the “why” of restrictions; lower 
right, same page, “Civilian Defense”—divisions, insignia, 
and functions of the “army on the home front;” upper left, 
this page, “On Our Side’—a salute to our valiant allies; 
lower left, “Bill of Rights’—the charter of freedom for 
which we are fighting. 

Right hand column, “U. S. O.”—the program and func- 
tions of this friend of the service man off duty; upper 
center, “Careless Talk’—the importance of self-restraint 
in daily conversations; lower center, “Red Cross” — its 
branches of service and the citizen’s part in its great pro- 
gram; below, “State Guard”—the fighting outfit that pro- 
tects the vital home front in modern war. 

[Continued on page 44] 
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ring Takes Over Chica 


February may have been shorted on our 
calendar—but it certainly makes up for lost 
time just the same. There’s plenty going 
on, plenty of theme days for the displaymen 
to toy with. Skipping over the birthday of 
our old friend, Mr. Groundhog (which ap- 
parently didn’t offer much in the way of 
display inspiration), there’s St. Valentine's, 
furnishing a fine excuse to go superlatively 
sentimental, splashing hearts and darts and 
paper lace all over the shopping-scape. There 
are the birthday anniversaries of our two 
great national heroes, Lincoln and Wash- 
ington, calling up all manner of novel ar- 
rangements for the red-white-and-blue bunt- 
ing, stars and shields and eagles, and the 
cherries and hatchets. And then, of course, 
February sounds the first note on the pitch 
pipe for rehearsal of the perennial spring 
song. 

So all in all you'd expect to find just what 
you do find in Chicago windows this month 
a pretty potpourri of stars and stripes 
and posies, of raindrops and ribbons and 
cupids and topcoats. 

A new use for cupids—or rather cherubs, 
sans bows and arrows, was discovered by 
M. Michele, display director at Saks-Fifth 
Avenue during the recent get-together in 
Chicago of interior decorators from all cor- 
ners of the country. In the center of a 
series of interior windows he set up 
“Milady’s Bath’—not as one might expect 
to find it in 1942 but as it might be if lifted 
from an album of the Nineties or some little 
tuck-away studio in old Paris—but glori- 
fied! The whole was an infusion of pinks, 
lavenders, magenta and_ purple — softly 
draped, highlighted by mirrors and featured 
by a quaint little old-fashioned tub on legs. 
Glamour was poured into the set, or rather 
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By KENDALL HULL 
Fred Kuehn & Co., Chicago 


painted on, in the form of cupids and wis- 
teria vines climbing ‘round the outside of 
the tub, and the picture was so pleasing that 
for just a moment it set you to thinking it 
might be a good idea to rip out those mod- 
ern bathroom fixtures and go romantic with 
one of these little antiques. One other novel 
note which kept shoppers pressing close 
upon the window (which, incidentally was 
not caught by the cameraman) was an array 
of handprints and signatures sprawled over 
the paper-covered floor by way of a welcome 
to the decorators—signatures of Mayor Ed- 
ward Kelly, June Provines, Morton Downey, 
and others. 

The little shop of Aurel Burtis Kuhn, on 
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o Displays 


Michigan avenue, stepped into the spotlig! 
recently when Florence Hunn rigged up 

particularly attractive background for won 
en’s night-and-day finery. She went sho; 
ping for some really gay wallpaper an 
found it in an imported piece with a patte: 
of daring red flowers and green leaves clan 
bering over a trellis. The paper she use 
over the side panel-flats and across the bac! 
in a cutout valance formation, leaving a1 
open space below so that shoppers might 
look beyond the window into the store itseli 
(This display is pictured.) White-painted 
wrought iron garden furniture, a settee and 
a cocktail table, a display hand, a hen and 
an imposing chanticleer completed the dis 


play props which helped to set off the lan- 
guid chiffon evening gown of a mannequin 
at the right, and the smart southbound cos- 
tume of a model sitting with her knitting at 
left. The usual flimsies — filmy kerchiefs, 
beads, a fragile bag—were the accessories 
shown on the table. And aside from the 
knitting a defense bond held by the standing 
model offered a do-your-bit reminder. 
“February is Fabric Month at Stevens” 
read a streamer held aloft in the bill of a 
fanciful paper bird on the wing before an 
open paneled screen, in the yard-goods win 
dow illustrated on this page. Prints with 
motifs large and small cascaded gracefully 
over the rungs of the screen at various lev 
els, flanked at either side by white wooden 
wheelbarrows carting bolts of happy dress 
materials to delight sewing minded women 
A poster heralded the good points of rayons 
Bruce Elliott, supervisor of display fo: 


—Top, left, by Del Le Sage, Marshall Field & 
Co., Evanston. . Right, by Bruce Elliott, 
Charles A. Stevens & Co. ... Left, by Florence 
Hunn, Aurel Burtis Kuhn. . . . (All photographs 
by courtesy of Fred Kuehn & Co., Chicago)— 
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—Right, by Sam Blum, The Fair Store... . 
Center, by J. R. Cooper, Mandel Brothers 
.. « Below, by J. W. Campbell, Carson Pirie 
Scott & Co.— 


Charles A. Stevens & Co., was responsible 
for this trim and timely set. 

Spring showers and spring flowers vied 
ir top position in J. R. Cooper’s inspired 
footwear display (shown on page 11) as 
Mandel’s claim-to-fame entry this month. 
\cross the floor-level of the window a 2-foot 
blackout panel was used to permit shadow- 
hox openings in the shape of an umbrella, 
left, and a giant tulip at right. In the illu- 
mined umbrell# opening marched a pair of 
feminine nylon-clad legs, before a bed of 
tulips. In the floral opening, a pair of 
sandals were highlighted between 
climbing vines. Immediately over the black- 
out panel was a painted strip sign remind- 
ing, “Again... the Spring shoe parade be- 
gins at Mandel’s.” And the panel at the 
left was splashed with a slanting shower of 
plastic raindrops framed round by a bunch 
of tulle clouds. Shoes showered lightly 
down into the set like slippers from heaven. 
J. W. Campbell, Carson Pirie Scott & Co., 
presented “The Scott Family,” next of kin to 
the Ostermoors, and a fine, upstanding lot 
of mattresses they are, too. Masquerading 
as a ballet troupe, in keeping with the season, 
the “King of Scotts” shows his snowy form 
beneath the folds of a leopard skin. Beside 
him the three royal-blooded ladies stand 
poised on tiptoe, their billowy skirts of 
starched tulle swirling wide beneath their 
close-fitting decollete bodices ornamented 
by strings of pearls and shoulder-strap cor- 
sages. Footlights play upon the curtained 
stage to illumine the placard announcing, 
“The Scott Family Tread The Boards Again 
at Special Prices during the February Sale 
ot Bedding.” This window is pictured. 
“The Suit Story of 1942” is the title of 
a group of displays at The Fair Store, cre- 
ated by Sam Blum. Huge tear sheets ar- 
ranged against the ultra-modern back panel- 
ing act as display pieces for hats, suits, 
gloves and purses deftly fastened on to look 
like illustrations in a book. On the left 
page appears the caption, “Twelve-Month 
Suit . . . Distinguished, Dependable and 
Prepared for daily duty a long-range 
investment.” Message at right reads, “Dou- 
ble-Duty Suits to make you look both effi- 
cient and feminine.” A trio of suited manne- 


some 


quins complete the display, which is shown 
here, 

Out Evanston way, Del LeSage has been 
up to tricks again... clever tricks with the 
zebra stripes that are due for a popular 
run this spring. Only he uses them as a 
background in the window shown herewith, 
running Dubonnet lines more or less_hit- 
and-miss (after a first grader’s 
painting technique) round a piece of wall 
board cut to form an archway. And just 
tor good measure he builds a high step of 
Nain and striped board just inside the arch 


fashion 


» act as a seat for a mannequin wearing a 
new print. He flips a striped, curling paper 
oud down in the opening behind her. 
‘lanks slanting down from the step to the 
ont floor of the window serve as unusual 


it effective display standards for gay femi- 
ne footwear; a hand-lettered poster at left 
calls attention to “Bold Color.” 
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PROMOTIONS | I 
by Louis Gehring 


4 Display Designer and Consultant, New York City 




















The Easter parades of 191P% and of 1942 
show an interesting comparison of styles 
in women's apparel and in the soldier: 
uniforms. This window should create a 
great deal of attention from a patriotic 
as well as a fashion conscious point of 
view. A tree with its leafy branches di 
vides the two settings. While the sketch 
depicts Washington Square and Rocke 
feller Center for its architectural setting 
other cities can show their own landmark 
in a like manner. The use of a mannequin 
of twenty-five years ago for the figure on 
the left would add an amusing touch. 


























It's smart to be simple. This display does an excel 
lent job of putting across the simplicity idea. In 
this sketch, posed behind a stone wall is a group of 
smartly dressed mannequins watching a family of 
rabbits. A background of spring foliage and golden 
forsythia bells makes a delightful contrast to the 
simple lines of the suits and coats of the manne 
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This display of Easter shoe fashions can be used 
for either a small or large window. A basket 
decorated with a bow and filled with large In 1 
colored eggs, flowers, and leaves serves as an of 
Easter setting for your smartly styled shoes. es j 
Color lighting effects add to the decorative ab 
scheme. While this idea has been used time ing 
after time, it never fails to attract the shopper. pla 
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Church spires make a forceful and dramatic 
setting for this men's Easter window. To give 
three-dimensional depth, paper construction 
may be used or a cut-out photo blow-up. A 
tree bursting with young tender blooms ex- 
tends its lacy branches toward the spires. 


This tie display window is for the gar- 
den-minded. A heavy paper scroll 
shows red bricks painted in dry brush 
technique. On the white lattice ties 
of colorful floral prints are arranged. 
Tulips and garden accessories create a 
spring atmosphere. 


In tnis window, against a background 
ot emerald green, two colored sketch- 
es in free line technique are shown of 
a blonde and brunette casting admir- 
ing glances at their hero in the dis- 
played shirt. Large cut-out Easter 
eggs are placed among the shirts. 
Branches of pussy willows will add a 
decorative touch. 


OR APRIL 
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Manhattan Designs For The Duration 





\ healthy respect from the public is being 


commanded by hard-working displaymen 


vho are using their energy in efforts which 
must give real feelings of achievement. 

Of particular satistaction to all concerned 
must have been the colossal Latin American 
Fair at Macy's (Irving Eldredge, display 
director), a stupendous undertaking which 
is practically unique in the retail world. The 
culmination of many months of work, this 
Pan-American unity 
was hailed as a contribution to the cause 


gigantic example ot 


of hemispheric solidarity. The great expo- 
sition of the craftsmanship, contemporary 
irts, and living culture of Latin America 
today was spread over an entire floor (al- 
most an acre of space) where visitors dis- 
covered an architectural setting brilliantly 
adapted from Latin American 
The photograph on this page cap- 
tures a section of a typical Central American 
market arcade, gaily lighted and lined with 
stalls stacked with textiles, woodware, cer 


authentic 


sources 


amics and glass. The columns and arches 
vere hollow and finished with stucco, treated 
Natural wood 
beams supported the roof which was cov- 
ered with brick-red beveled tile. Backwalls 
were plastered roughly and Indian designs 
unoccupied by the natural 
Colorful blankets, baskets 


to achieve an aged aspect 


lecorated those 
wooden shelves. 
and native garb added flavor to this corner 
of the big show which must have made a 
good neighbor of everyone by the time this 
appears—which should give Mr. Rockefeller 
quite a glow. 

Phe interdependent nations united before 
by trade now are more firmly allied in a 
common fight to preserve a way of lite It 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


is this idea which supplied Gimbel Brothers 
(Luke Maletich, display director) with a 
theme to commemorate its centennial. The 
entire bank of its Greeley Square windows 
was used to set forth the stirring story of 
American achievement. Each window (one 
shown on the front cover of this issue) was 
devoted to the graphic recounting of the 
struggle to meet six challenges—sickness, 
poverty, ignorance, distance, drudgery and 
aggression. The backgrounds and_ floors 
were painted in  ultramarine blue = and 
shadow-box frames (the left angle covered 


in tricolor paper, the opposite one painted 













flat white) surrounded the displays. Dosui- 


nating the top of each frame was a d 
plaster eagle poised in flight above an 
plaque which bore the centennial seal and 
slogan reading: “the first Hundred Years 
were the hardest ... the best Hundred 


Years lie ahead From this point two 
streamers of red, white, and blue ribbon 
were swagged to the central point of each 
display: a mechanical book whose pages 
turned and provided statistics, in this case 
concerned with the strides which America 
made in raising its people to the highest 
standard of living to be found anywhere 








































in the world. The mechanical illustration 
of the challenge of poverty was banked 
by two white plaster depictions of life in 
1842 for “Thomas Baker Ist” for whom the 
cupboard was bare, as contrasted with the 
circumstances of the descendants, who can 
make bank deposits and save for the future. 
The series was dramatically lighted and its 
effective presentation won local praise and 
a long life—three weeks, to be exact. 

To Fifth avenue, now discreetly dark- 
ened, is attached the designation “the 
Nation’s Avenue of Mercy” a signal honot 
earned in no small measure by such con- 
tributions to its war fund campaign as the 
Lord & Taylor (Dana O’Clare, display 
director) display pictured. The curved side 
panels and columns were covered in blow- 
ups of black and white smoke formations 
The open space was dominated by a great 
red cross from whose center a pair of nurse’s 
hands, holding a brass bugle, extended. This 


—Upper left, by Dana O'Clare, Lord & Taylor. 

Upper right, by Sidney Ring, Saks-Fifth 
Avenue. ... Left, Macy's Latin American Fair 
setting; Irving Eldredge is display director. 
. .« (All photographs by courtesy of Virginia 
Roehl Studios, New York City)— 












FEB! 


—R 
Cen 
Belc 


“call 
forces 
conce 
lights 
of Ni 
foreg! 
and p 
In th 
patch 
litter 
shoes, 
blacke 
a sim} 
an alt 
readil 
the br 
sectiol 
The 
W. & 
direct 
thes 
Since 
is bei 
provid 
dow \ 
glass 
blue 1 
and “1 
head, 
sugges 
hobby 
shown 
new a 
glass 
aggres 
change 
glass 
the to. 
tents 
stamps 
former 
in the 
imitati 
Cross 
in the 
Ata 
ing gre 
ing to 
accom] 
play in 
nue wii 
Was ol 
In this 
music. 
whose 
terity 
from | 
Symph. 
against 


charact 
Each ] 
cards a 
has re 
pended 
headed. 
the Ice 
fields 
seer in 
fore eTO 
\s ni 
disy lay 











FEBRUARY, 1942 


—Right, by Lee Wardrip, |. Miller's. 
Center, by Joseph Dultz, Bloomingdale's. . . . 
Below, by Benno De Terey, W. & J. Sloane'’s— 


“eall of the official heart of the armed 
forces’ was backed by the colors which a 
concealed fan waved and which hidden floor 
lights illuminated in tricolor. A section 
of No-Man’s Land was reproduced in the 
foreground with a mass of charred boards 
and poles, still entangled with barbed wire. 
In the twisted debris of dirt and ashes, 
patches of white snow covered some of the 
litter which included bricks, burned baby 
shoes, crushed and empty cigarette packs, 
blackened beer cans, etc. Out of this mass, 
a simple sign—lettered in red on white with 
an alternating red, white and blue border— 
reading “Give” stood out dramatically under 
the bright spotlighting treatment given this 
section. 

The “all-out” effort is all-inclusive as the 
W. & J. Sloane (Benno De Terey, display 
director) window devoted to the drive for 
the sale of bonds and stamps _ illustrated. 
Since it is for the future that the war effort 
is being pushed, children and their hobby 
provided the display’s inspiration. The win- 
dow was divided by curtains and on the 
glass of each half was painted in red, with 
blue relief bordering, the words, “betore”’ 
and “now.” In the section under the former 
head, two voungsters are posed in a setting 
suggesting their own domain, engaged in the 
hobby of stamp collecting, with the boy 
shown in the act of adding to the scrapbook 
new additions bought with savings from a 
glass money bank. The new interest is 
aggressive and while the setting has not 
changed, the spirit has. Symbolic is the 
glass bank which a well-aimed blow with 
the toy hammer has broken open, the con- 
tents of which have gone for defense 
stamps which will guarantee a return to the 
former pastime. The new vision is reflected 
in the children’s clothes as well, the girl 
imitating her elders with the aid of a Red 
Cross head band. An official poster rested 
in the center of the window’s foreground. 

At a time when man’s handiwork is caus- 
ing great suffering and sorrow, it is hearten- 
ing to consider what wonders other hands 
accomplish. An extraordinarily effective dis- 
play in the men’s group of Saks-Fifth Ave- 
nue windows (Sidney Ring, display director) 
Was one concerned with the hands of men, 
in this instance those which speak through 
music. The noted sculptress, Ray Shaw, 
Whose own hands have preserved for pos- 
terity other famous hands, has sculptured 
from life those of conductors of the NBC 
Symphony orchestra. They were displayed 
against a curved black velvet backdrop in 
characteristic gestures of each conductor. 
Fach pair was identified by small white 
cards and a blow-up of the orchestra which 
has responded to their direction is sus- 
Pended above them. The copy card was 
headed, “The Hands Speak” and dealt with 
the accomplishments of man’s gift in various 
helds. The only merchandising note was 
seen in the formal accessories in the left 
foreground. 

\s nimbly as ever, I. Miller (Lee Wardrip, 
display director) steps into spring with 
Parsley: a specimen from the store’s own 
[Continued on page 423] 
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In making plans for publicizing the Amer 
an Institute of Decorators during th 
veek of their annual conference in Chicago 
ecently, Lorraine Yerkes, a member oi the 
Illinois chapter of the Institute and chair 
man ot publicity for the convention, con 
ceived the idea of inviting the exclusive spe 
clalty shops along Michigan avenue and in 
the Loop to cooperate with the decorators 
in a window display competition. Twenty 
six shops participated. 

The problem was to feature the merchan- 
dise of the shop and _ still suggest to the 
public the tie-up with interior decorating 
and make the layman conscious of deco- 
rators and the American Institute of Dec- 
orators in particular. Each shop was as- 
signed to a Chicago decorator with instruc 
tions to follow the above procedure. Miss 
Yerkes the 


assembled decorators at a din 
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Decorators Look At Display 


ner and invited M. Michele, display man- 
ager, Saks-Fifth Avenue, and Bruce Elliott, 
display manager, Charles A. Stevens & Co., 
to address them on the technical difficulties 
involved in display work. 

Much publicity was given the resulting 
displays by the newspapers and radio. One 
entire broadcast of twelve minutes was given 
over to a description of the windows with 
the names of the shops and the decorators 
The columnists had a splendid time with the 
bathroom window designed by Miss Yerkes 
as part of the parlor, bedroom and_ bath 
group arranged for Saks-Fifth Avenue. 

In nearly every case the shop cooperated 
with enthusiasm although it required some 
persuasion on the part of the decorator 
to get some of the shops which had never 


spent much money for backgrounds in 
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the past to see the advisability of doing 
at this particular time. However, it ‘ 
proven to several of these same shops by 
response in sales from their windows ti at 
distinctive display settings bring resu 

The window designed by Arthur Beve 
for Blum’s North, pictured, was a strik 
background for southern wear clothes 
accessories. Beverly used dark foliage-grec: 
walls with marbleized wallpaper caryatid 
pilasters in the same green as a backgrou 
With this he used pickled pine furniture 
and some mirror pieces. Against this sct 
ting, bold and colorful print dresses wer: 
displayed. 

Martha Weathered’s window was designed 
by Mrs. Florence Barker. She used soft blu 
painted walls against which she set antique 
French furniture and mirrors as a_back- 








ground for fine evening gowns of pastel 
tints. The display is shown. 

Mrs. Ralph Small designed an_ island 
window for Charles A. Stevens & Co. as a 
drawing room. To accomplish this she had 
false back-drops of fuschia color, with a 
French door in between, placed at the back 
of the window. Against the colored wall 
pieces she placed consoles and mirrors and 
in front of the French door or window she 
set a graceful bleached wood sofa covered 
in a striped material. A white Moroccan 
rug, chartreuse and fuschia accessories gave 
the room color and distinction. 

The competition aroused considerable en 
thusiasm among shops which had formerly 
not believed in spending more than small 
sums for window displays. 


—Three prominent members of the American 
Institute of Decorators herewith show their 
ideas of how retail window display should be 
handled. The window at the upper left is by 
Arthur Beverly. . The others are by Mrs 
Florence Barker and Mrs. Ralph Small— 
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Irene Bender of AMC named these 


VICTORY MANNEQUINS 














young women, 


Career girls, 


Energetic matrons, 


busy with War Work, 


Red Cross, etc..... 


in 


Telephoning, Riding 






subways, Seated at desks. 
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a Corre 


133 West 23rd St., New York 





Gilchrist's 


The Boston of 1842 was already taking on 


an historical aspect, with its memories of 
Paul Revere, the famous “Tea Party,” and 
other familiar the 
Whaling ships were putting out 
regularly from nearby Martha’s Vineyard 
the other ports, and laws were being 
considered to prohibit women from riding 
which by many 


were considered only as a passing novelty. 


the many incidents of 


Revolution. 
and 


on “dangerous” railways 
Clipper ships were crowding 
on their racing voyages to 
parts of the globe. It 
growth and development. And it was in 
this that the which later 
came known as the Gilchrist Company was 
founded. 

\nd so it is that Gilchrist’s 1s one of four 
this country celebrate their 
hundredth anniversary this year, and one of 
thirty-five companies 
business that length of time. 


soston harbor 
and from all 
was a period of 
be- 


vear store 


firms in which 


which have been in 


- Hee Belle of the Er 
¢ Witty as She was Che: 


rming 


DISPLAY WORLD 


FEBRUARY, 1942 


undredth Anniversary 


By A. F. EARLY 
Gilchrist Company, Boston 


With all of and_ his- 
torical background we had an ample source 
from which to draw 
displays. As our. anniversary actually 
started on January 5, the after-Christmas 
lull afforded an opportune time to use our 
windows’ for something dramatic. 

For our information on Boston in 1842 we 
checked with the Public Library, 
antiquarian societies, and the City of Bos- 
ton records. We started working from an 
historical outline of the city of that time, 
in addition to a carefully compiled study 
of costumes, furniture, pastimes and amuse- 
ments, and even transportation facilities. 
All this research helped make our windows 
completely authentic. 

The wallpapers used for the backgrounds 


Boston's romantic 


for our anniversary 


Boston 


in some displays were actual copies of old 
Some of the costumes had actually 
been worn hundred ago. Like- 
wise, the pieces of furniture used were ac- 


papers. 


one years 


tual antiques that were made by fam 
cabinet-makers of that period and used 
3oston homes in 1842. 

Eighteen windows were devoted to 
promotion, four of them being pictured 
this page. 

Of the four displays 
Currier & Ives influence will be readily 
recognized in the skating scene. The cos- 
tume in the “Belle of the Era” window w; 
typical of the young woman of 1842, having 
a tight bodice and bouffant skirt over 
hoop. The chair is Victorian. On the wall 
is a framed piece of needlework made at 
Mrs. Beecher’s Academy in Dorchester, 
Mass., in 1816. The wallpaper is the “Deer- 
field Hunt” pattern. In the boudoir setting 
the costumes are completely authentic. The 
corset on the seated figure is 100 years old 
and was “high style” at that time. The 
mirror and dressing table are both Adam 
pieces. 


shown here, t 


- Authentic Boudoir Setting 
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FOR SPRING AND SUMMER 


OMTNG Pas a 


Showing Impressive Craftsmanship and Ingenuity in 
Three-Dimensional Displays Fashioned with Paper 


NEW THREE COLOR 
SILK SCREEN DESIGNS 
on WIND-O-WIDTH 

for SPRING and SUMMER 


Showing Innovations in Background Pattern Designs 
in the Season's Most Beautiful New Colors. (18'x107") 


FOR EVERY DISPLAY OCCASION 
WIND-O-WIDTH 37 SMART COLORS 




































26"40" 
SHEET STOCK IN WIND-O-WIDTH 
IN 137 COLORS 9 FOOT ROLLS 


COLOR CHARTS SENT 


THREE-DIMENSIONAL 
CIRCUS CLOWN 


Fashioned completely in colorful 
paper. Overall size, 42” x 54”. 
Shipped in one unit, ready to 
install! 











WRITE TODAY FOR COMPLETE NEW CATALOG ILLUSTRATING 
SPRING AND SUMMER THREE-DIMENSIONAL DISPLAY UNITS! 


Visit our Showrooms for the Largest Exhibit of Three-Dimensional Displays. 


MARQUARDT & CO.,: 


DISPLAY PAPER DIVISION 
75 SPRING STREET NEW YORK, N. Y. > A 
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A Brighter Touch For Showcards 


One of the phenomena of war is the imme- 
diate desire of the people for things which 
will counteract the depressing reality of 
conflict. The field of entertainment expe 
riences a boom during such times; the pub 
lic welcomes gaiety and color to help divert 
its thoughts. 

Brighter, more intense shades of color are 
usually given preference when a nation is at 
war, and with this in mind the writer sub 
mits the idea that displaymen should follow 
through on this thought by the use ot 
brighter, cheerier colors in showeards. If 
displays should help lift the morale of the 
shopper, window cards should contribute 
their bit as well to the general effect. 

Naturally this calls for good judgment in 
color ‘lection, but the extra care neces- 


By L. E. SUMMERTON 
Memphis 


sary is justified by having showcards that 
are right in step with the wishes of the 
shopper. 

Pastels were used chiefly in making these 
cards, but each one had at least a dash of 
vivid color in harmonizing or contrasting 
For example, the simple showcard 
headed “Bumper Pump” had light green 
shading, done with a colored pencil, around 
the center panel—the panel being outlined 
in black and brown-maroon. The lettering 
is in black, outlined in light green. The 
shoe was done in bright tones of brown- 
maroon and stood out in sharp relief against 
the card. 

For “Smart Footwear’ much the same 
treatment was followed. The flowers are a 
The birds are bright 


tones. 


vivid shade of pink. 


Bumper 
Dump 


turquoise blue with red breasts. The bi 
house is green with a red roof. The lett 
ing and the panel were in simple black. 

“To You” is lettered in black on a y 
light green colored card. Light green per 
shading surrounds the panel, which is «¢ 
lined in blue and black. The lettering 
black, has the principal words outlined 
light green. The woman’s dress is in tu 
The stylized flowers are done 
in gay colors, using a colored pencil fo: 
shading. 

“Make a Date” 
headline. The decorative stripe at the bot- 
tom of the card is in black, the next in dark 
blue, and the third is in a light green-blu 
The figure is done in natural colors, with 
colorful browns and tans predominating 


quoise blue. 


reads the final card's 
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New! 


L PAPERS 


SrructuR? 


NOW IN STOCK! 


Five most popular finishes ready for im- 
mediate delivery. Fine looking finishes— 
easy to use—inexpensive—in 3 lengths, 
choice of 8 ft., 12 ft. or 24 ft. All 36 inches 
wide—put in your stock now. 


GREY OAK FINISH 
(SFR: x & EV. SIZE 
$4.30 EACH) 





TAN OAK FINISH § 
(3 FT. x 8 FT. SIZE, | 
$4.30 EACH) 





WHITE BIRCH 
(3 FT. x 8 FT. SIZE, 
a ee $4.50 EACH) 





RED BRICK FINISH 
(3 FT. x 8 FT. SIZE, 
$4.30 EACH) 





IFLAGSTONE WITH 
GRASS (3 FI. x8 FT 
SIZE, $5.25 EACH) 





Use the Timbertone Wood Grains of either 
oak or birch—apply on flat or curved sur- 
faces like wall paper. These grains are 
In relief—not flat 
es 

If you have any doubt we say order a 
single 8 ft. length and see for yourself. 
Or if you want only a small swatch 
write us finish wanted and it will be 
sent. Use Structural Papers to cover and 
finish Structural Bends. 


MODERNIZE NOW: 




















WITH GENUINE ORIGINAL 


spRuctURAL BENDS 


TEM PEREO MAS ONLFE 












































SAVES TIME! 
SAVES MONEY! 


Any height... any shape .. . any size 
area can economically be treated with 
Genuine Structural Bends . . . Now in 8 
foot and 12 foot lengths! 18 basic shapes 
carried in stock. 


NO WASTE! 





BEFORE and AFTER view of ele 
vators modernized with Genuine 
Structural Bends for the Maison 
Blanche Co., New Orleans, La 
Bends for this elevator front 
cost only $92.40 


Genuine Structural Bends en- 
able you to do smooth modern 
construction of most any type 
at lowest cost. With the new 12 
foot lengths, additional height, 
if required, can be obtained 
with a minimum of construction. 
Genuine Structural Bends are 
practical... flexible... easy 
to cut... construct... finish 
and install. 


GENUINE STRUCTURAL BENDS ARE DESIGNED TO MEET THE REQUIREMENTS 

OF MODERN CONSTRUCTION FOR STORE INTERIOR BACKGROUNDS, EQUIP- 

MENT AND DISPLAY ... FOR NEW CONSTRUCTION . . . FOR REMODELING. 
8 


At Bonwit Teller & Co., Genuine Structural Bends pro 
vided for smartly designed and inexpensive valance 
treatment. Bends cost about $14 per window 





FR E E e e e Big, colorful 20-page Genuine Structural 
Bend catalog ... shows all Bends suggested treatments . 
many actual installations ... and construction details. 

Also 8-page illustrated Modern Decorative Plaque bro- 
chure shows more than 2 dozen beautiful WLS carved 
plaques suggested use. 
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Display As A Stabilizing Influence 
uring War-Time Conditions 


Need tor expanded display activities has 
never been more apparent than now when 
changing business conditions due to the war 
make the use of such a flexible medium par- 
ticularly advantageous to the national ad- 
vertise! 

Dealer-manufacturer friendships and_ re- 
lations must be held and improved. Despite 
curtailed production due to defense work 
and priorities, consumer acceptance must be 
held even in cases where very little, pos- 
sibly none at all, of the product can be 
offered for sale. The request of the public 
for distinctive quality must be encouraged 
and sustained. 

But what can the national advertiser do 
to bring about these aims? Manufacturers 
everywhere are seeking the solution for the 
problem, and in growing numbers they are 
reaching the conclusion that display is a 


good stabilizing force to be relied on in 
overcoming present difficulties. Among them 
is International Silver Company, where a 
number of situations will be approached in 
this way. 

For example, during March, April and suc- 
ceeding months a new pattern in Interna- 
tional sterling—“Spring Glory”’—will be in- 
troduced nationally. Considerable magazine 


—In the upper left photograph, charming little 
brides in period costumes are shown with 
sterling silver spoons of corresponding dates. 
... Upper right, the trellis by the 9-inch figure 
is covered with miniature spring flowers; the 
wheel-barrow is of metal lace. . . . Lower left, 
the fully modeled miniature figure is reflected 
in a mirror pool. . . . Lower right, the bride is 
seated on a 10-inch pedestal; the oval white 
flexible glass screen for the background is 
1914 inches square— 


and radio advertising will be sponsored as 
usual, but the variety of displays to be used 
in launching the new pattern will, it is be- 
lieved, be the largest group ever offered in 
connection with the debut of a new design. 
Four of them are shown here out of a 
group of more than a dozen units Inter- 
national is making available. 

However, with silverplate there is a com- 
pletely different situation. Base metals are 
needed for war materials. Silverware fac- 
tories are now engaged in the production of 
defense orders. No reliable predictions can 
be made as to the quantity of silverplate 
that can be made and delivered to dealers 
this year. 

Here again, to solve the problem of back- 
ing up prestige and quality in the face oi 
war-time conditions, the company has turned 

[Continued on page 44] 
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Jack Chord Joins Ward's 
As Display Director 


John T. Chord has resigned his position 
is interior display manager for Marshall 
Field & Co., in order to become national 
display director for Montgomery Ward & 
Co., with headquarters in Chicago. He 
succeeds Carl V. Haecker, who left Ward's 
a few weeks ago to join the W. T. Grant 
Company as assistant director of sales pro- 
motion. 

Chord left the display organization of J. 
C. Penney Company, New York City, some 
ten years ago in order to become editor 
of DISPLAY WORLD. After three years 
in that position he took charge of display 
for The Davis Store, Chicago, later pur- 
chased by Goldblatt Brothers. He _ then 
joined Ernst Kern & Co., Detroit, as display 
manager, leaving Kern’s a year or so ago 
to handle interior display for Marshall Field 
& Co. 

Mrs. C. P. Wilson, who has been assisting 
Chord at Field’s, will resume the position of 
interior display manager. 





Display Contest Planned 
For "Fire Magic" 


Jaquet, Inc., 663 Fifth avenue, New York 
City, is planning a national display contest 
in connection with the promotion of “Fire 
Magic” lipstick and face powder. The com- 
petition is open to any store willing to de- 
vote at least one window display to the mer- 
chandise. Three cash prizes will be awarded: 
first, $100; second, $75, and third, $50. The 
judges are Elmer Sheets, Beauty-Fashion; 
Polly Pettit, New York School of Applied 
Design for Women, and Dorothy Lovatt, ac- 
cessories editor, Women’s Wear Daily. En- 
tries in the contest must be received by 
March 1, and become the company’s prop- 
erty. The contest results will be announced 
March 16. 


Convention Floor Plans 


To Be Released Soon 

The International Association of Display 
Men, Washington, D. C., has announced that 
floor plans and space rates for the annual 
convention will be released simultaneously 
throughout the United States on March 1. 
No telephone reservations will be accepted. 
The convention will be held this year at the 
Hotel Jefferson, St. Louis, in June, with the 
St. Louis Display Guild as host. 


Empire Display Company 
To "Carry On" 

\lthough it had formerly been announced 
that the Empire Display Company, 145 West 
24th street, New York City, would discon- 
tinue when H. C. Gross, manager, left for 
army duty, it is now understood that the 

mpany will remain in business. Jack 
Cohn, formerly display manager of Plymouth 
Shops and Blackton’s, is now the owner and 

ill carry on the work, assisted by Gloria 
Barry, 

Electric Power Board 
Appoints Rhoads 


} 


A. Rhoads, formerly of Indianapolis, is 
v display supervisor for the Electric 
I er Board, Chattanooga. 
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NEW 
HOW ROOM 


BIGGER—4 times as big! 

BETTER— in a dozen ways! 

That’s what you'll say when you see our new 
factory-showroom. 

We've taken Horace Greeley’s advice. He said 
“Go West, young man!” 

So we went West — West on 27th Street where 
we've been, lo! these many years. We went from 27th 
Street and Sth Avenue to 27th Street and 9th Avenue, 
where we've combined our showroom and factory for 
your greater convenience. 






















Here we can show you EVERYTHING we've got. 










Moreover, our complete creative, engineering and 
production departments located on the premises can 
often help solve your display problems on the spot! 

You benefit from the many advantages of central- 
ized control centrally located (only a few blocks from 
Pennsylvania Station). 

Please drop in to say “Hello” and look over our 
new set up. A cordial greeting awaits you! 
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\fter reading the Roberts report on Pearl — selt 
Harbor I picked up a Lincoln biography to to them. 
juiet my nerves. I read it beside my silent dislikes 
adio, and it brought the quiet inspiration _ office 
und courage that an account of Lincoln’s So must we all do today 
life always does. Just a few days ago we 
celebrated the birthday of this great Amer- \t 
ican His characteristics were numerous, play 
but tour seem to stand out above the rest: Detroit, 
simplicity, patience, sincerity, justice. When “Largest Flag ir 
things looked darkest, Lincoln didn’t quit; unfurled 
ie did not even dismiss the members of his Company 
cabinet who fought him; he took no revenge of the flag is 90 by 230 feet. 


m his political enemies; he regarded him width of material, 840 vards of 42-inch red; 
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a servant of the people, 
He never let his personal likes o1 


This flag was 


\rmistice day, 


—by Tony Brinker 











TRAPS LIKE 

WESE NEVER 

BOTHER. 
Me 






.... ONLY HOBBY 1s core ano 
MORE GOLF — WITR A WEAKNESS FOR 
WELL- DONE STEAKS AND BEER FOR, 
| A CHASER. 


LESTER 
BAROCES KY 


DISPLAY MANAGER, 


MORRIS B. SACKS CO., 
CUICcCAGO. 


*\ES” WAS BEEN WITH TRE MB. SACKS CO. 
AS DISPLAY DIRECTOR SINCE 1939 — 





ey MARINETTE, WIS. — WOVED TO CHICAGO 
" ATTENDED ART AND WSPLAY SCROOLS DwRING 
TRE DAY EARNING WIS TUuLTION Woney AND uvNe. 
EXPENSES BY PLAYING A TRUMPET IN LOCAL ORCHESTRAS 
AT NIGHT. WORKED IW DISPLAY DEPT, OF CHAS, A 








STEVENS CO. FOR A TIME_LATER BECAME INTERIOR DISPLAY 
MANAGER FOR TRE ROSTON STORE mUNAUKEE — 

FOR AWHILE UWAD CHARGE OF INTYRIOR DISPLAN AT 
CARSON QIRIE SCOTT & CO... AE IS SECRETARY oF 
“THB CHICAGO DISPLAY SALES PROMOTION CLUB. 
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681 yards of 42-inch white and 260 yards 
48-inch blue. Width of stripes, 7 feet; s 


of stars, 5 feet; size of blue field, 4834 by 4 


feet. Weight of flag, 900 pounds. Stitchi 
required 81% miles of thread. Material us 
would make 517% flags each 5 by 8 feet. 






On Saturday aiternoon, January 31, at 3 
p. m. a cheer went up from the assem! 
line at the Studebaker plant in South Ber 
The last passenger car had rolled off t 
assembly line for the duration of the w 
The bulk of the workers will soon be tur 
ing out Wright airplane engines in the nm 
giant factory which last spring was just a 
other piece of Hoosier land full of gra 
weeds and trees. America is on the go! 

More than 8,000 different pieces of met 
go into a single large airplane engine, all 
them being shaped and sized by metal cu 
ting tools. And to most of us displaymen 
Cut-Awl is about as intricate a piece of 
machinery as we can imagine! 


This column in the past four years has 
issued numerous suggestions and construc 
tive criticisms of the International Associa 
tion of Display Men and will continue to do 
so when necessary. Walter Lippman recently 
said: “Where all think alike, no one thinks 
very much.” 


Phe lL. A. D. M. has been slumbering along 
for years, sunning itself on the convention 
beaches which have kept it going, giving thx 
bathing members only theoretical hot dogs 
and charging ‘em $5 without mustard. The 
mustard part is when it refuses to let you 
vote at elections unless you have been 
around six months in advance. 

No displayman in this country who joins 
the I. A. D. M. today can vote in St. Louis 
in June for the candidates he wants elected 
for next year. The by-laws say: “To be 
entitled to vote at any meeting of the asso 
ciation, a member must have paid dues to 
the association six months prior to the date 
of the meeting, or for a period of six 
months from the date of aceeptance into 
membership.” This clause was put in the 
by-laws in 1936 to prevent the buying of 
votes when $1 a month memberships were 
being accepted. About two years later the 
dues were changed to $5 a year, but the dead 
cat still hangs around. The board of direc- 
tors, a group of intelligent men, certainly 
could do a very constructive thing this year 
by getting rid of this absurd state of affairs. 


Wordisplays: For anyone who may doubt 
the close kinship between display and _ the 
fine arts, we offer Cordelia and Aubrey Cox, 


Indianapolis. Aubrey is display manager 
for Geo. J. Marott’s and holds a B. A. degree 
in music. Every Sunday morning he dis- 


plays his talents at his church’s organ. His 
charming wife writes serious poetry fo! 
radio, magazines, and anthologies. In het 
spare time she designs floral arrangements 
for special occasions. Confidentially, Cor- 
delia and Aubrey prefer to be called just 
“Cricket” and “Ace.” ... For those of you 
who have bad tempers, here’s a cure—make 
a slow-motion jigsaw puzzle bearing the 
numerals 1 to 10 and use it instead of count 
ing rapidly. ... Frank Collins, well-know: 
display manager of The May Company, 
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( eland, deserves our deepest sympathy 

Mrs. Collins passed away on November 15, 

1941, thus ending a very happy marriage of 
thirty years. ... My mind has often 


lered where this or that displayman 
ppeared, but sooner or later up he comes. 
That former I. A. D. M. director from 
Spokane, R. A. De Jung, a fiery booster for 
lisplay, can be reached at Hill’s, Marion, Ind 
The deepest place in the ocean is 35,400 

off Mindanao in the Philippines—a 

id place for the Japanese navy to rest in 
ieces. . . . Louis Villela, display director, 
B. Altman & Co., New York, had his appen 
x removed on the night before Christmas ; 


vot a scar While most of us were getting 
scarts.... F. Russell Schwartz returned to 
his old job as display manager of Dayan’s, 
Indianapolis, after a year with Battery “B,” 
63rd Coast Artillery, Anti-Aircraft, but the 
lropping of the 28-year limit at the Decem- 
ber 7 reunion put Russell back in the army; 
he hopes to rejoin his former outfit. 
The new officers of the Chicago Display 
Sales Promotion Club have a strong charg- 
ing backfield in Pollari, Cahill, Barofsky, 
ind Haney which should score many vic 
tories in "42—Notre Dame could use ’em this 
vear in their celebration of the 100th anni- 
versary of the university—big things are be- 
ing planned to say nothing of six home 
games next fall, Georgia Tech, Stanford, 
Navy, Michigan, and Northwestern. : 
The Indiana license plates are blue and gold 
this year for that reason and one official 
university car has license 1842, another 1942. 

. Two big moves on the display oppor 
tunity checker board have been completed 
already this year: Carl Haecker from Mont- 
gomery Ward & Co. to W. T. Grant Com- 
pany, with Jack Chord moving to Ward's 
from Field’s—the title of this sentence 
could easily be: “Big Men Make Big 


Jumps!” ... Sam Blum’s new displays at the 
Fair, Chicago, are hundreds of times better 
than the name of the store. . . . Interesting 


irticle in Collier’s of February 7 on Sue 
Hasting’s marionettes which have been used 
in many show windows and stores. The 
writer tells of her versatility . .. one Christ- 
mas she needed an extra Santa Claus 

it takes weeks to make a marionette char- 


icter ... in her collection was Mrs. Eleanor 
Roosevelt, whom she was not using at the 
time ...in afew hours Mrs. Hastings had 


iltered the face, redressed and put a beard 
m the wife of the President of the United 


States... you have to pull plenty of strings 
to beat Sue Hastings. . . . How are your 
tires; I surely was a tool to give away 


that inner tube to the neighbor kid last 
summer for water wings. . .. Your editor 
and mine, R. C. Kash, has been appointed 
ief air raid warden in his residential dis 
rict with more than ninety wardens under 
Is supervision ... it seems to me that he 

setting a fine example for others in the 
lisplay profession to follow. 


Manheim Announces 
wu . . 
New "Unitrim" Issue 
new issue of “Unitrim™ ideas has just 
off the press and will be mailed to 
displaymen already in possession of 
ready-reference folder, according to 
Manheim, 37 East 12th street, New 
City 
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UBBERLITE 


U. S. Patent No. 1,920,372 


MANNEQUINS 





GRACEFUL SWEEPING LINES 


Graceful sweeping lines characterize all Laminated 
Rubberlite Mannequins. They wear their clothes 
smartly, and SELL them. Constructed of strong 
light weight papier mache, laminated with Rubber- 
lite surface, this improved Rubberlite product gives 
you perfect finish plus insurance against chipping, 
cracking and normal breakage. 


DURABLE DISPLAYS, INC. 
2010-2018 S. Halsted St., Chicago, Ill. 


NAT SIEGEL MENARD & TABERY 
39 W. 37th St. 3443 S. Hill St. 
NEW YORK, N. Y. LOS ANGELES, CALIF. 














WIGS (ATES! REDIKUT LETTERS 


STYLES DIE CUT CARDBOARD LETTERS 





POPULAR PRICES : Popular sizes, styles and colors. Write for 

Also Complete Line of Wiggers Supplies your samples and prices. Ask your Dealer. 
ARRANJAYS WIGS THE REDIKUT LETTER CO. 

32 West 20th St., Dept. D, New York City 524 S. Spring St. Los Angeles, Calif. 














CARSTENITE MANNEQUIN REFINISHING 





(Actual Wood, Resin Fused to Masonite) A new kind of service by an 
The Ideal Display Material experienced mannequin artist 

eSigns ® Backgrounds ALL WORK DONE IN MY OWN STUDIO 
e Displays eo Fixtures Shipping ( ses Furnished—Freight Prepaid—No 
Fuss—No Bother—Better Work—Factory Finish 

Send for free Sample and Literature Write for Complete Information 

2 228 NO. LASALLE ST. - > = 

6117 EAST 10TH ST. 
Carstenite Sales ** CyicKGo, ILL. L.M. BRENAN [noranapouts: IND. 














PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 














































Toy appeal is one of the most potent fac- 
tors in display and visual selling. It is sec- 
ond to none in its power to attract and 
hold attention. The age of the prospective 


customer has no bounds for the power of 


models to create interest and hold it. The 
most manly of fathers still delights in play- 
ing with his son’s new electric train with an 
ardor that belies his age. The average 
woman is intensely interested in the deli- 
cacy and minuteness of detail in dolls and 
children’s furniture. 

And so this never-ending interest on the 
part of adults is one of the most powerful 
factors available to the displayman in di- 
recting interest, creating visual association 
of the form of a product, and smashing 
home the story of product recognition. 

Basically, all people are interested in prod- 
ucts only as far as they can see their worth 
compared to selling price. A full explana- 
tion of the product in concise form is the 
only selling answer to this question. The 
quickest recognition is always visual, and 
the model answers this need by presenting 
a full picture, in three dimensions, to the 
eye. Men, being mechanically minded, are 
more inquisitive than women about the 
products they buy from the standpoint of 
construction and manutacture. They never 
hesitate to absorb technical knowledge if 
the information given them is in quick, 
visual form. Once they have been told the 
story, the product presented to them in the 
clearest manner becomes the standard for 
comparison of other products of a similar 
nature. This in turn creates a personal pret- 
erence for the original product, as they feel 
that this is the only “common ground” upon 
which they can base opinion when judging 
value. Models are the answer here, because 
such things as the intricacies of a compli- 
cated machine, the interior construction of 
a unit which they see ordinarily only as a 
finished product, or the illustration of inte- 
rior structural superiorities are all uses to 
which the model er reproduction can best be 
put for selling purposes. 

Models or jumbo reproductions, depend- 
ing upon which way from the standard your 
scale size starts, should glorify the product. 
Third dimension is almost a prime requisite. 
\ccuracy ot reproduction is another, de- 
pending upon the purpose for which the 
unit is to be used. Mechanical and technical 
perfection is another, and all possible in 
formation should be on hand betore con 
struction starts. 

Models may be divided into two classes, 
static and action models. Each has_ its 
place. The static model is usually used only 
to attract attention to a display area, when 
the product is already recognizable to the 
buying public. It serves as a means of 
identification for the product. It can be 
more effective when it serves a dual pur- 
pose where cutaway parts show interior con- 
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isplay Studio Problems 


XLI. MERCHANDISING WITH MODELS 


By J. FLEMING 
Hartwig Studios, Milwaukee 





struction or important superiorities not ordi- 
narily seen. Action models are primarily 
educational reproductions for the purpose of 
explaining clearly some new or_ superior 
type of motion, action, or flexibility of the 
product in use. An offshoot of the action 
model is the animated diagram, especially 
to technical men who are familiar with the 
general contour and action of a type of unit 
having a universal type of exterior, regard- 
less of the manufacturer. 

Methods of reproduction are many. Every 
displayman has his own favorite technique 
in making reproductions, large or small. 
Animation is and always has been the result 
of experience and ingenuity on the part of 
the displayman. His production, therefore, 
of any type model is purely a matter of 
analyzing (from the standpoints of cost, de- 
sired effect, perfection of technique, and past 
experience) exactly what he wants to accom- 
plish for his prospective client. One thing 
he should be warned of, though, is that the 
production of a model in its original form, 
large or small, is an inestimable project; 
unless, from past experience, he can arrive 
at a very close idea of the cost of produc- 
tion for a proposed model, he is wiser to 
accept such contracts only on a _ cost-plus 
basis. Of necessity, the reproduction of a 
product in any other than its real, produc- 
tion-line form is an individual operation on 
each of its component parts. This is a 
trial and error proposition. Nine times out 
of ten, less than 50 per cent of the actual 
labor and materials used to produce the 
model is actually delivered to the customer. 
It is true that it is possible theoretically to 
arrive, on paper in drawings sound in possi- 
bilities, at some tentative figure of costs and 
procedure for production, but actual use 
conditions are something none of us can 
anticipate; except in the case of simple 
motions and quickly reproduced forms, it 
is always safest to quote only on an ap- 
proximate basis. The item we are really 
selling to the client is our capacity to de- 
liver an item in jumbo or miniature form 
that not only pleases him in its effect and 
resultant form, but which can stand up 
under the gruelling criticism of experts who 
know the product, shipping and transporta- 
tion conditions far beyond the ordinary, and 
still be simple enough to be easily compre- 
hended, repaired and serviced by inexpe- 
rienced handlers and help. It’s quite an 
order, yet the model, as said before, is 
second to none in its power to sell and 
convey information about a product. 

The model, or scaled reproduction, can 
best be used in visual selling for the fol- 
lowing sales stories: 

1. Introduction of a new package or exte- 
rior design of a product, where such design 
is to become or is a standard in the field. 
New packages and products are and have 
been very well introduced to the buying 
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public with static reproductions in lary 
scale. Internal construction in these cases 
is not important, as long as the result repr 
sents a true picture of contour, texture, lin 
and form of the real product. 

2. Third dimensional cutaways of prod 
ucts to show their interior construction. 
where such construction is the important 
factor of the product and is seldom seen hy 
the buyer. An example of this might be 
a spark plug, the exterior form of which is 
somewhat standardized, and a model of 
which, done in cutaway form or with re- 
movable sections, creates interest and gives 
the demonstrator an opportunity to prove 
his points of superiority in interior construc 
tion. 

3. Moving diagrams, treated in pictorial 
effect, to show the interior or exterior oper- 
ation of a unit, where such operation is the 
salable feature of the product. This might 
best be exemplified by the diagrammatic 
presentation of an internal combustion en- 
gine, wherein some new type of compression 
or action of exhaust valves, etc., is of great 
importance. This type of display is usually 
directed to technical men or to the public 
if treated in an easily comprehended form. 

4. Miniature reproductions in third di- 
mension of products which are not present- 
able because of their size. This is one of 
the most common uses of models. Factory 
cranes, road _ building equipment, huge 
trucks, etc., can be demonstrated with great 
sales efficiency by the use of small-scale 
reproductions of the actual unit. Here a 
knowledge of material and technique plays 
an important part, because by scale reduc- 
tion of related parts, perfection of detail is 
attained. If the model is to operate to show 
effects, whether by motor or hand power, 
such effects must be realistic to be effective. 
Models of this type are often used by 
salesmen who wish to illustrate their prod- 
uct conveniently. 

5. Scale models in dioramic form, used to 
convey the story of production of a product. 
This type of unit is most often used as a 
prestige builder for the manufacturer of a 
product. Most people do not realize the 
story of manufacture behind the product 
which they use, the product being the onl) 
representation of the manufacturer’s insti- 
tution with which they are familiar. The 
prestige built by showing manufacturing 
processes, telling the story of efficienc) 


cleanliness, modern methods, speed of manu- 
facture, etc., in miniature form, is a_ field 
that was brought into great prominence dur- 


ing the New York World's Fair, and is now 
developing in the display field. 

There is nothing particularly new about 
product reproduction, but by analyzing its 
uses as related to the selling message it 


must convey, perhaps the foregoing wil 
help some of us in determining what to 
make and when to make it, as well as 
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determine when and when not to use models 

designing our displays. 

Trade show and retail merchandising to- 
day, in the face of product and personnel 

rtages, certainly leaves the door wide 
ypen for the production of models tor sales 
With heavy machinery and other 
prime industries jammed with 
the extent of using all available equipment 
to fill these orders, the answer to the adver- 
tising and sales-minded industrialist is some 
representation which not cripple or 
hold up his stock on hand. Physical repre- 
sentation of the product in some form an- 
swers this problem, and the most effective, I 
feel, is the model. We must keep on telling 
our client’s story, represent his product or 
facilities with form of advertising 
piece, and do a good selling job for him. 
So let’s bank on toy appeal, produce imita- 
tions as close to the real thing as possible, 
and keep his product, his name, and his 
integrity before his market at all times. 


mT ot} 
p ] pose . 


orders to 


does 


some 


Men's Apparel Reporter Contest 
Is Won By Les Blei 

First place in the Christmas display con- 
test sponsored by Men’s Apparel Reporter 
has been awarded to Les Blei, Nebraska 
Clothing Company, Omaha, with Alois 
Fabry, Jr., Wallach’s, New York City, plac- 
ing second. The prizes were $25 and $15, 
respectively. Third prize, $10, went to W. 
Arthur Gray, Lansburgh & Brother, Wash- 
ington. Five dollars each went to the fol- 
lowing: Dana O’Clare, Lord & Taylor, New 


York City; Guy Malloy, Neiman-Marcus 
Company, Dallas, and R. B. Schoenman, 


Blach’s, Birmingham. Honorable 
were given C. M. Shrider, A. E. 
pany, Zanesville, Ohio; A. J. Roeder, Wm. 
H. Block Company, Indianapolis; Fred 
Rude, Baskin’s, Chicago; Morris Rosenblum, 
L. Bamberger Company, Newark, and Car] 


W. Ahlroth, The May Company, Los An- 
geles. 
Green Bay Club 
Elects Huxford 
The Green Bay Displaymen’s Club has 


elected the following officers for 1942: presi- 
dent, James Huxford, H. C. Prange Com- 
pany; vice-president, Charles Mazurek, Mil- 
ler Furniture Company; secretary, Neal 
Darrow, Homer Maes Company; treasurer, 
Eugene Stiller, Stiller Company. After the 
club had voted a donation to the Red Cross 
war fund, President Huxford appointed the 
following committee chairmen: Charles Ma- 
zurek, program; N. Vander Zanden, public 
tye. 2. 
Change Of Positions 
For R. E. Bent 

Formerly handling display for 
Men’s Shop, Johnson City, Tenn., Ray E. 
with Bradshaw-Diehl’s, Hunt- 
on, W. Va., as buyer for the men’s de- 
partment. 


Shea, membership. 


Thomas’ 


Bent is now 


not 











Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 








mentions | 
Starr Com- | 
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UNCLE SAM PANEL 107” x 84“ 








“WE'VE DONE IT BEFORE AND WE'LL DO IT AGAIN” 


A DETERMINED UNCLE SAM EPITOMIZING AN AROUSED 
AND AGGRESSIVE AMERICA. STEPPING OUT WITH FISTS 
DOUBLED TO VICTORY. HAND PROCESSED IN PATRIOTIC 
COLORS. CAN EASILY OCCUPY A POSITION OF PERMANENT 
DISPLAY. PRODUCED BY THE NATIONAL DISTRIBUTORS OF 


NoSeam THE ORIGINAL AND PREFERRED 


EXTRA WIDE SEAMLESS PAPER 
OUR SPRING AND SUMMER LINES MUST BE SEEN TO BE APPRECIATED 


COY, DISBROW & CO.), Inc. new ‘York e1t¥ 
MIDWESTERN SALES AGENTS— 
R. G. CROSSETTE & ASSOCIATES, INC., BUILDERS BLDG., CHICAGO 
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THREE DIMENSIONAL 
PAPER AND PLASTER 


DISPLAYS 


IN STRIKING SPRING 
COLORS 


SPRING LAMB 
20” high. Plaster. Pink Flow- 
ers and Bow. ... $5.50 


DANCING BUNNIES 
CROWING ROOSTER 
CHILDREN AT ZOO 
SPRING GARDEN 

26” x 40. .. $3.25 


PATRIOTIC EAGLE 


Red, White, Blue Shield. 36” 
Wing Spread ....... $6.50 


TULIP BED 
12” x 36° Units. Assorted 
Colors .. a .$1.50 


LONDON ASSOCIATES 


1030 FORBES STREET 
PITTSBURGH, PA. 


SPRING LAMB 


UNA 


TULIP BED 


PATRIOTIC EAGLE 
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DANCING BUNNIES 
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Men’s Wear Windows That Sold 


Sonn ROWO FORM CUNRONSH 


SSS sve 


—These displays have been tested on the firing line and found successful. 
Close study of their pulling power showed that they sold plenty of men's 
wear. .. . Left column, top, California wine grapes were featured as a 
background for this Easter display by Mark Kelly, Harris & Frank, Los 
Angeles; the colorful transparencies were obtained from the San Gabriel 
Vineyard Company; the window card read: “Make this a California 
Easter." . . . Center, by C. M. Shrider, A. E. Starr Company, Zanesville, 
Ohio, making a tie-in with a Life advertisement. . . . Below, an unusual 


FEBRUARY, 1942 





display by Joseph Apolinsky, Loveman, Joseph & Loeb, Birmingham; the 
Goodall golf tourney board in the background made a natural, topical 
setting for the sports wear. . . . Right column, top, by Clement Kieffer, 
Jr., The Kleinhans Company, Buffalo, stressing the ability of Mallory hats 
to take rain and like it. ... Center, by A. J. Ritter, B. R. Baker Com- 
pany, Toledo—a dignified treatment of formal Easter attire for men. 
. . . Below, by George H. Wagner, J. L. Brandeis & Co., Omaha; Wagner 


makes spring weather a tie-in with merchandise—water-resistant jackets— 
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store displays throughout the country 
during 1941. 





WHEN IN NEW YORK CITY 








FACIL FABRIC 


IT’S OUR BIRTHDAY---BUT IT’S YOUR PARTY!!! 


+ Thanks, Americans, for introducing FACIL FAB into your thousands of 





CORP., 302 Fifth Ave., NEW YORK CITY 


For 1942. on our First Anniversary 
our gift to Display is a new, striking 
FACIL FAB — 54 inches wide with 
smooth and shiny stripes in an assort- 
ment of 12 colors. (On left.) 





FACIL FAB STRIPE—Red, White, and Blue 3 
Stripe 54” wide. using background board as white FACIL FAB RIBBON (Above). The new 
stripes, giving a smooth and shiny finish. Other est addition to the FACIL FAB RIBBON 
colors are: Red on White, Blue on White, White on Line Combination of red, white and blue 
White. Maize on White, Nile Green on White, ribbon Available in 3, 6 and incl 
FACIL FAB PATRIOTIC SHIELD. Red and Aqua on White, Peacock Blue on White, Orchid widths in 75’ rolls 
White Fluted Background with Royal Blue mn White, Cerise on White, Ice tSlue on White, ” x 75’—Price $3.25 
Fluted Shield with Appliqued Stars ind Pink on White 6” x Price 5.25 
30” x 6)”—Price $4.50 ea. 54” x 24’—Price $8.00 x 75’—Price 10.00 
== 3 |.OOK FOR SEE YOUR LOCAL DEALER OR WRITE FOR SAMPLES LOOK FOR 
| PRADE-MARK PRADE-MARK 

















Durable Displays, Inc., 
Offers New Process 

The well-known firm of Durable Displays, 
2010 South Halsted street, Chicago, has 
for its 
Rubber 


VELOURSHEEN in 
Draping Weight and Board Weight 


Ideal for Anniversary Banners, Overdrapes, 
Ribbons and Case Linings 


New Patriotic and Spring Pastel Colors 


Red, White and Blue — Pastel Green, Blue 
and Pink—Rolls 40 in. wide by 25 ft. long. 


Draping Weight per roll........ 
Board Weight per roll............. $7.95 


BULKTON SEAMLESS PAPER 


Spring colors 107 in. wide by 36 ft. long. 
For Posts, Walls, Ledges and Window 
Backgrounds. 


Manufactured by Bulkley, Dunton & Co. 
Distributed from Stock by 


GARRISON-WAGNER COMPANY 


1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams Street 


Inc., 


announced a new process creating 


mannequins, known as “Laminated 
lite.’ The procedure consists of preparing 
a form of carefully modeled papier mache or 
similar material and covering it with a sub- 
stantial film of “Rubberlite,” which 
vulcanized at high temperatures to make a 
stable, non-shrinking product. The patented 
method is said to make possible the produc- 
tion ot 
extremely light weight, great strength, and 
having a surface that will not chip, crack 
or break result of accidental falls 
The composition used by this process is 
a type of rubber which 


is then 


of mannequins and similar items 


as the 
made entirely from 
is unrestricted in use and is said to be not 
vital to national defense. The finished fig- 
ures have a very soft, realistic skin texture. 
Although the final papers on a direct patent 
for the process are not yet issued, Durable 
Displays purchased outright a related pat 
ent, U. S. No. 1,920,372, said to be 
thoroughly covered from this standpoint. 
Nat Siegel, Inc., 39 West 37th street, New 
York City, was recently appointed as dis 








New FACIL FAB 
ss 
Display Ideas 
FACIL FAB PATRIOTIC SHIELD 
30x60" $4.50 each 
FACIL FAB PATRIOTIC RIBBON 
3°x75' $3.25 6"x75' $5.25 12x75’ $10.00 
FACIL FAB STRIPES 
Red and White, Blue and White, Green and 
White, Gold and White, 38x24’ $8.00 
All in stock for immediate delivery 


GARRISON-WAGNER COMPANY 


Distributors 
1629 Locust Street St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 


and is 


tributor for the mannequins in his territory 


Abdalla's Appoints 
Dalton Porter 

R. K. 
ager for Abdalla’s, Opelousas, La., 
pointed Dalton Porter as display 
for Abdalla’s store in New 


Pugh, advertising and display man 
has ap 
manage! 
Iberia, La 
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‘Make your displays live 
. . « with SpeedWay Motion 


Animate your displays with SpeedWay Motors 
and Mechanisms . . . force attention, demon- 
strate and sell, multiply the effectiveness of « 
your merchandise display, stage your specials 
on SpeedWay Turntables, that show all sides, 
tell more, sell more. SpeedWay is display 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors and : 
motion mechanisms, that will produce any 
motion or series of motions af any s dy 
that plug into any 115 V light circuit, can be 
se? up anywhere. 
. Write for catalog of SpeedWay Display 
Motors of better still, send rough sketch and 
describe effect wanted. SpeedWay experts 
will tell you how to do it and the costs. 
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Display Merchandising ... 


—This booth offers an effective means 
of attracting the garden-lover to a com- 
prehensive showing of tools, seeds, and 
the like. The low platform serves to build 
up the display of merchandise. The 
canopy uses alternate panels of color— 
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—This post decoration employs the idea | 
of a carousel with the column for its axis. 
Brightly painted horses adorn the face of 
the circular counter and the face of the 
canopy is elaborately painted in scenes 
framed with scroll designs. The unit can 
be used for a "Spring Carnival," for the 
sale of children's apparel, or in any other 
appropriate way— 
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—Stores that are helping in the sale 
of defense bonds and stamps will 
find this aisle booth very attractive 
and an excellent means of stepping 
up the number of bonds sold. The 
Liberty bell which serves as a canopy 
for the booth is suspended from the 
ceiling. Large papier mache bells 
that are sold for Christmas decora- 
tion can be used, or the bell can be 
made by covering a wooden or wire 
frame with heavy paper. The circular 
counter is painted to resemble a 
drum— 


—Many stores have found it a good idea 
to install a department—such as an "Army 


especially suited for men in the service. The 
drawing shows a suggested decoration for 


| 
i and Navy Post''—stocked with merchandise 
A 
4 lJ 


such a post, designed for use on a counter. 


| The figures can be made out of heavy 


paper. Pedestals painted to resemble drums 


are used as display fixtures— 
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Display Factor's Brother 
Escapes German Camp 

One of the most thrilling adventure stories 
to come out of the war concerns Ross Wil- 
son, brother of John D. Wilson who has 
charge of the display papers division of 
Bulkley, Dunton & Co., 295 Madison avenue, 
New York City. Member of a Royal Cana- 
dian Air Force bomber squadron, Ross 
Wilson was shot down over Germany dur- 
ing a raid last October. In due time his 
family was notified that he had been killed 
in action. 

On December 27 they received a cable 
stating that not only was he alive, but safe 
in Switzerland. It seems that when his plane 
was shot down, Wilson parachuted safely 
but was captured by German soldiers and 


placed in a prison camp. A short time later | 


he escaped. Hiding by day and traveling by 
night, setting his course by the stars, he 
made his way to neutral Switzerland, where 
he was interned as a combatant. However, 


he soon escaped from the internment camp 


and succeeded in getting through occupied 
France, Free France, into Spain and finally 


to Gibraltar. From there he returned to | 


England. After a few days’ rest he rejoined 
his squadron. 


Enlarged Quarters 
For Marcus 

Marcus Window Display Service, Inc., 114 
Lincoln street, Boston, has added consid- 
erable space to its street floor showroom, 
having taken over the store next door to the 
firm’s former location. The new showroom 
has ten sample window displays as well as 
several interior displays, all giving practical 
suggestions to displaymen and merchants. 
[he company has also built modern show- 
cases, wallcases, and counters for the dis- 
play of its own merchandise. A new depart 
ment has been added in Marcus’ four floors 
and the company now manufactures show- 
cases, wall cases, and permanent back- 
grounds for retail stores. 


Women To Train 
For Display Jobs 


Training of women in all phases of dis 
play work will be emphasized at the Display 
Institute, 3 East 44th street, New York 
City, during the spring term which begins 
February 16. The war situation has created 
a demand for women in display, according 
to the director of the school, and the courses 
are designed to prepare women to fill the 
many positions vacated by men called for 
service in the armed forces. 


British Columbia Windows 
Are Blacked Out 


Retail display windows in the province of 
British Columbia, Canada, have been or 


lered blacked out after business hours. Sim- 


lar regulations prohibit the use between 
t and sunrise of illuminated signs. 


Kieffers Vacation 
In Florida 
Clement Kieffer, Jr., display director for 
lhe Kleinhans Company, Buffalo, and Mrs. 
“" T are spending a month’s vacation in 
da. 
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INTERNATIONAL REGISTER CO., 2624 West Washington Blvd., Chicago, Ill. 


Company Name 
Please Send FREE My Name 
[] Cutawl Catalog Address 


[] Easy Payment Plan City 
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JOB DONE 





At the time of the showing of the motion 
picture "Our Town" in Dallas, Texas, the 
A. W. Harris Department Store featured 
Cutawl made cutouts of important Dallas 
buildings in a series of ten windows. In 
each window the cutout buildings surrounded 
a stylishly garbed mannequin. Appropriate 
show cards keyed the display with phrases 
such as "The Smart Women of ‘Our Town’ 
wear young, alive styles." Some idea of the 
extensiveness of the undertaking can be ob- 
tained from the picture of the display de- 
partment during the making of the cutouts. 





Without the Cutawl, the high-speed electric 
cutting machine which cuts designs of any 
size, the making of such displays as the ones 
shown here would have been impractical if 
not impossible. 


NO DISPLAY DEPARTMENT IS COMPLETE 
WITHOUT A CUTAWL. IT'S EASY TO GET 
ONE ON OUR EASY PAYMENT PLAN. 


SEND IN THE COUPON TODAY 


INTERNATIONAL REGISTER CO. 


2624 West Washington Blvd. 
Chicago, Illinois 
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MODERN WIGS 
FOR MANNEQUINS 


can be created by the use 
of our artificial hair coming 
in several types. These are 
dyed in all needed colors by 


our artisans. 


THROUGH CARE AND 
FORESIGHT 


we now have ready for 


prompt delivery our wig 
hair and novelty yarns for 
those who make and use 


mannequins. 
Write for full details. 


& 
MAJESTIC RAYON CORP. 
116 W. 23rd St., New York City 
W atkins 9-6443-4-5-6-7 














FEATHER-WEIGHT 
MANNEQUINS 


We feature an 
unusual line of 
smart, new fig- 
ures, amazingly 
light in weight, 
designed espe- 
cially for high- 
er-type depart- 
ment store and 
specialty shop 
use. 


WRITE TODAY 
FOR PHOTOS 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
















»AIR BRUSH 
CATALOG 


Send for the 






“In 1891 
made THE WOLD AIR BRUSH 
one" MANUFACTURING CO. 


2173 North California Ave. 





CHICAGO - - ILLINOIS 
BS hE TT 
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Own Display Business 
Formed By Ferguson 


Donald A. Ferguson, formerly 
manager for Bird & Son, and more recently 
with the Sherwin-Williams Detroit branch, 
has formed his own display company and 
will operate under the name ot Super Dis- 
play Mart and Prop Shop, Ine., at 283 
Gratiot street, Detroit. The firm will serve 
as an outlet for many kinds of display ma- 
terials, and in addition Ferguson is making 
up displays for rental on an itinerant plan. 
He is making a specialty of stocking odd 
props such as wagon wheels, weather-beaten 
rails and the like so that un- 
obtained on short 
Ferguson for some time was presi- 


boards, fence 
usual properties can be 
notice. 
dent of the Detroit Display Club. 


Corrugated Textiles Offers 
New Display Product 


The Corrugated Textiles Company, 100 
Perry street, Buffalo, has placed on the mar- 
ket a new display product called “Ruffl-Cor,” 
consisting of a corrugated paper board cov 
ered in fabrics of various patterns and types. 
The textiles are held firmly to the fibrous 
paper board by adhesives. The material is 
said to have many display uses for back- 
grounds, panels, columns, and the like. Sam- 
ples are available on request 


Department 
Of Correction 

In the New York City news-letter in the 
January issue of DISPLAY WORLD, a 
linen display of W. & J. Sloane was inad- 
vertently credited to Jack Gregory as dis- 
play director. This of course was an error, 
as Benno De Terey has been in charge of 
display for Sloane's for several years 


Patriotic Theme Stressed 
In Display Murals 

The Mural Processing Company, 442 West 
42nd street, New York City, is offering 
timely patriotic murals for display purposes. 
Among the firm’s latest creations is the 
American eagle with outspread wings 
against a barred-background. Done in seven 
colors, the complete mural is 13 feet by 7 
feet: the eagle has a wingspread of 9 feet 2 


inches 


For SPRING & SUMMER Displays 


New Photo Mural Panels 40x60” 
and Paint Processed Panels 28x44”. 
Smart to use for Spring and Sum- 
mer Displays featuring Vacation, 
Travel and Sport merchandise. 


SUBJECTS 


Sailing Boat Mural Outing Panel 
Marine Panorama Fishing Panel 
Garden Fence and Golfing Panel 
Floral Valance Woodland Road 
Ocean Waves Photo Mural 
Sea Gull Mural 


Write for our catalog which shows 
these new panels that are in stock 
for immediate delivery. 
Distributed from Stock by 


GARRISON-WAGNER COMPANY 


1629 Locust St. St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 








‘MANNEQUINS [a 


display | 
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,, MILEO Ws 


Creator Since 1900 


A complete line of merchandising 
mannequins. Men, Women, Misses, 
Teen-Age and Children. Write today 
for photos of this outstanding group. 


7 West 36 St. fe" 3""* New York 


ATTENTION, DISPLAY MGRS! 


Large Patriotic Paintings 


FOUR FEET BY FIVE FEET 


“ROOSEVELT AND | CHURCHILL 
MEET AT SEA 

“ATTACK ON PEARL HARBOR” 

“U. S. MARINES AT WAKE” 

“DEFENDERS OF CORREGIDOR” 


Be the first to show these timely patriotic 
tures, which will create publicity, attention 1 
valuable store prestige. Colorful, hand paints 1 
action pictures 1n oil by popular artist. Beau 
fully framed with attached title plates. Write 
for rental cost of this series. Also ‘‘America or 
Parade,” a series of six paintings. 


Address “S. D.,” care DISPLAY WORLD 


Use COLOR Scientifically! 


No more guesswork. Sim 
ply turn the dials. 72 
separate spectrum colors. 
13,824 color combinations 
tt your finger tips, in the 
degree of contrast you 
want. Complete unit 
—no parts to fit or 
lose. Send $12.50 for 
Precision Color Helm 
with verified color 
intervals. Attractive 
case with glass face 
fecilitates easy refer 
ence. Handy Spectrum Model $2.50. Literature 
shows full range of color combining equipment. 
GUIDES TO CORRECT COLOR 


FIATELLE, INC., RIDGEWOOD, NEW JERSEY 


We Have the Goods! 


—AND ARE DELIVERING 
PROMPTLY 


At present we have the largest stock 
of smart display materials in our his- 
tory — choice variety — still moderately 
priced. 

Our Spring-Summer catalog is just off 
the press. Write for your copy today! 


MARCUS WINDOW DISPLAY 
SERVICE, INC. 


114 LINCOLN ST. BOSTON, MASS. 


































SLEEVE FORMS 


The only Sleeve Forms made to conform 
with your specific need. The display man 
or merchant who specializes in individual 
styles of window displays will make his 
window trim an outstanding feature with 
Goodman Patent Flexible Sleeve Forms. 
. Endorsed and Used by: John David, etc 
{ Patent No. 1,808,459 


~ Goodman Flexible Sleeve Form Co., Mfrs. 
MRD to West 3éth St, New York, N.Y. 








THAYER & CHANDLER AIRBRUSH 


=, forthe particular artist 


Send for Catalog §2 


Vines 0 li 
/ THAYER ¢ CHANDLER 


910 W.VAN BUREN ST., CHICAGQO.,ILL. 





F I 





FEBRUARY, 1942 


Display Material Included 


In Cellophane Ban 

he government, through the now defunct 
Production Management, has 
of cellophane for display 
number of other 


Ofttice ot 
banned the use 

terials in addition to a 
categories, including decalcomanias. 
rder does not apply to cellophane stocks in 
stocks 
held by suppliers which were so processed 
by that date that the materials could not be 
Defense orders and the use 


users’ hands by January 8, nor to 


otherwise used. 


i off-grade, waste, or defective cellophane | 


are exempted. Material affected by the or- 


der was defined as cellulose products less | 


five one-hundredths of an inch thick, 
order also forbids the use of thicker 


than 

but the 

substitutes. 

ing chlorine, phenol and glycerine, are used 

to make cellulose products and this is given 
| 


Essential war chemicals, includ- 


as the reason for the ban. 


Sun Drug Ties For Second 
In Window Display Contest 

A letter from George Lutkin, 
Company, Spokane, calls 
fact that an item in the December issue of 
DISPLAY WORLD mention 


Sun Drug 


neglected to 


that in the National Letter Writing display | 


contest, Sun Drug tied for second place with 





Watson's Drug Store, Orange, Calif. 
omission was inadvertent and DISPLAY 
WORLD is glad to make the correction 
New Location 
For Hecht 

Hecht Fixture Company, display supply 
firm in business for half a century, has 
moved from 313 West Adams street, Chi- 
cago, to much larger space at 212 South 


Franklin street. Jack Hecht is president 
of the company. 


Jim Berg Adds 
Siegel Line 

EK. J. “Jim” Berg announces that he has 
taken on the display line of Nat Siegel, New 
York City, in his regular territory covered 
for Durable Displays, Inc., and Rubber 
Products, 2010 South Halsted, Chicago. 


Patriotic Materials Covered 
By Greggory Catalogue 


\ sixteen-page catalogue entitled ‘“Patri- 
otic Display and Decorating Materials” has 
been published by Greggory, Inc., 2929 South 
Wabash, Chicago. with a_ larger 
spring catalogue and a special folder on dis- 
available on request. 


This, 


play materials, is 


Sultan Now Represents 
Greneker Studios 

Maury Sultan, with 
King, Chicago, is now sales representative 
ot Greneker Studios, New York City. He 
will cover the midwest territory, making his 


formerly Browning 


headquarters in Chicago. 


Display Head Named 
By Street's 

[he appointment of 
isplay manager for 
Cit has 
Claude Adam, who has joined 
Elizabeth, N. J., 


Paul B. 
Street’s, 
announced. He 


Philips as 
Oklahoma 

succeeds 
Fishman’s, 
as noted elsewhere in this 


been 


The | 


attention to the | 


The | 
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POPULARIZE yout 
EASTER DISPLAYS 


wilh, 


DISPLAY 
MATERIALS 








e E 442 BUNNY PARADE PANEL 
40” WIDE, 72” LONG — WHITE REYBOARD 
PROCESSED YELLOW, RED, PINK, GREEN, 
LAVENDER, DARK BLUE. 


¥ 


» ¥* © 


s WALT DISNEY 


24 


a gfe; PRODUCTIONS 
| : - S = is 
| - - <Q ¢ le ' 


yy yo yy , eh en 
* D4 FUNNY BUNNIES VALANCE~—20” wIDE, 20’ LONG, WHITE 
REYTRIM PROCESSED, YELLOW, RED, BLUE, GREEN, PURPLE 























4 D 1—36" x 29” * D 3-36" x 29” 





4% D 2 48" x 37” 
ALL ARE MADE OF HEAVY DISPLAY BOARD, WITH EASEL BACK, PROCESSED PINK, RED, 
BLUE, YELLOW, LAVENDER, BLACK AND GREEN 


THE REYBURN MANUFACTURING CoO., INC. 
PHILADELPHIA, PA. 
NEW YORK SHOWROOMS CHICAGO 


4%BUY FROM YOUR DISPLAY MATERIALS WHOLESALER 


\ 


BUTTRESS-BOARD 


For beautiful columns and 
backgrounds in 


Concave--Convex--Woodgrain 


In Stock for Immediate Delivery 
White, Woodgrain and Colors 





















: = ‘aa 
ANIMATION UNITS 
SELDOM NEED ATTENTION 
THE CAMEL'S HUMP is a reservoir 


which permits him to go for days with- 
out food or water. And the sealed gear 





L 







i hich permits 

a SEO NCTN oie te. Sperate 

GARRISON-WAGNER COMPANY for months, or often years, without oil 
Distributors GEARED MOTORS for all displays 





1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams 


REVOLVING MECHANISMS for 
30 to 1000 Ib. turntable displays 


MERKLE-KORFF GEAR CO. 


211 N. Morgan St. Chicago, U.S.A 





















@Please Mention DISPLAY WORLD When 
Writing Advertisers 

















































No. 4201—-No. 4202—No. 4203 


Molded Papier Mache 


TREES 


No. 4201 


34 round, 14 in. high $18 00 
Fre . 


Per Doz. ame 


No. 4202 
Mounted on Wooden Plates 


34 round, 27 in. high. $ 3 75 


Each . petal 


ane 36 ” a | $ 7.50 


No. 4203 
14 round, 20 in. high, 
Per Doz. ba ovina " oy: $2 1 .00 
PAINTED 
In Any Color Desired 


No. 4201 and No. 4203 Mounted on 
Wooden Plates, 25c each extra 


ARTLEY STUDIO 


350 PLANE ST. NEWARK, N. J. 


KNOWN FOR THEIR TREES 

















WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. 





Baitimore, Md. 








NEW MODERN VALANCES 
Improves Displays 50% 
FREE FOLDER AND 
SAMPLES 
Priced as low as 50c ft. 
Jobbers & Salesmen Wanted 
CAMDEN ARTCRAFT CO. 
160 N. Wells St., Chicago 
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Cromwell Denies Rumor 
That "He's In The Army Now" 
Persistent that 
well, display director for H. & S. Pogue 
Cincinnati, has called for 
duty have resulted in sev- 
eral applications to the store for the “va- 
thus to the mutual embar- 
everyone concerned. In order 
reports: 


rumors Cogswell Crom- 


Company, been 
immediate army 
cancy” created, 
rassment of 
to clarify the 

“My classification as of February 14 will 
from 3-A to 1-A, 
have to take 

There is a 


situation, Cromwell 


undoubtedly be changed 
at which time I will probably 
my chances with everyone else. 
possibility that I may qualify for some tech- 
nical position with a commission with the 
\ir Corps, and I have been on call for the 
last three with the expectation of 
taking my physical examination. Since De- 
cember 8, much of my spare time has been 
taken up with the Kentucky Active Militia, 
addition to that I have been doing a 
Red 


Cross in the way of displays and exhibits. 


weeks 


and in 


considerable amount of work tor the 


However, I am not now in the army, nor 
have I as yet been called for duty.” 


Change Of Address 
For Windo-Craft 
Windo-Craft 
to its own building at 
Svracuse, N. Y. 
Merrian. 


moved 
State 
company is 


Service has 
204-210 South 
The 


Display 


street, 
owned by FE. J. 


Coronet Carries Article 
On Traphagen School 

“Test Tube for Fashion” is the title of an 
article issue of 


appearing in the January 


Coronet magazine. It deals with the activi- 
division, ot the 


York City. 


ties, including the display 


Traphagen School, New 
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Package Competition 
Is Opened 


More than 20,000 packages are on ex] 
at the All-American Package competit 
opened January 21 in the Grand 
Palace, New York City. The event is sp 
sored annually by Modern Packaging ma 
zine, and will continue through March l( 


Cent 





Dorothy Lamour Features 
Hutzler's Display 

Crowds gathered recently before a dis) 
window of Hutzler Brothers, Baltimo: 
with good Dorothy 
made a personal appearance in the dis] 
in connection with her work of 
for the Treasury department 
itself converted into a 
with entrance from the 
and bond sales are reported to have mounted 
into the thousands. H. M. McCaul 
director. 


and reason: Lamour 
selling 

fense bonds 
The window 
sales booth, 


Was 
Street, 


well 
is display 


Spring And Summer Catalogue 
Released By Coy, Disbrow 

Vistas” is the title of the new 
catalogue for spring and summer, just re- 
leased by Disbrow & Co., Inc., 686 
Greenwich New York City. Many 
attractive display panels and papers are il- 
lustrated. 


“Display 


( OY, 


street, 


Copies are available on request 


"Sculptured Cotton" 
Offers Display Medium 

Ideas for display adaptation are seen in a 
recent exhibit by Elsie Shaver at the W1il 
denstein galleries, New York City. Among 
her paintings are charming sculp 
tured entirely in cotton batting and _ tinted 
in colors. 


figures 


—Korrect-Way Display Products distributors meeting in St. Louis on January 10-11 to discuss 


plans for 1942 with factory executives. 


M. D. Mendle, founder of the organization, welcomed 


the distributors at the first morning meeting; his greeting was followed by technical addresses 
by John J. Nash, Korrect-Way's chief engineer; Irwin C. Keefer, plant manager; E. Lauck 
designing engineer; A. Mendle, Korrect-Way's president, and John A. Alles, comptroller 
During the afternoon session, sales and advertising plans were discussed by Peter Schott, Jr. 
first vice-president, and the group was given its first view of the firm's new quarterly for spring 


1942. 


A. Mendle then gave a very enlightening talk on the current metal and plating situation. 


The meeting concluded with a round-table on new items, changes, eliminations, and the like 
Dinner and entertainment at the Hotel Coronado occupied the evening— 
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Sfuiwetce ce” == Ss BEAMUTIFUL PATRIOTIC MURAL 
oe ce he FOR SHOW WINDOW and INTERIOR USE 


the Hotel Pfister, with Clinton B. Clark, 
The ete Store, being appointed to the | SATIN-LIKE EFFECT BY NEW PROCESS---MAKES COMPLETE BACKGROUND 
presidency. He will be assisted by the fol- | INGORGEOUS COLORS OF Red, White, Blue, Gray, Yellow, Pink and Gold 
lowing staff: first vice-president, Ed Wus- : 
sow, Schuster’s; second vice-president, Wal- 
ter Vanselow, Sears, Roebuck & Co.; sec- 
retary, William Owens, Smartwear-Emma 













































Lange, Inc.; treasurer, John  Schaleger, 
Schuster’s. 

By unanimous vote, the club adopted a 
motion permitting individuals now working 
for display firms holding associate member- 
ships in the club, to become “junior asso- 
ciate members,” with no voting power. The 
organization likewise decided to participate 
in a city-wide “Spring Fashion Week,” 
sponsored by the Downtown Association, 
culminating in the unveiling of fashion win 
dows on the afternoon of March 8. 

Jack Fleming, of Hartwig Studios, spoke 
briefly on tentative plans for a big member 
ship drive in the near future, and each pet 


son present pledged himself to bring at least Size of Panel—6’9” x 13’. Eagle’s Wing Spread, 92”. Eagle’s Height. 4'6” 





mavor to discuss how the organization could plenty of action. Can be easily erected with six staples. 


me new member for the next meeting. This striking mural, portraying the American Eagle as commander of the sky and 

The club went on record for full coopera guardian of our homes and industry, is lifelike and a perfect illusion of third dimension. | 
tion with defense authorities, and President This is the most imposing display panel of its kind on the market. Produced on patriotic | 
Clark appointed a committee to call on the red, jumbo width, 65-pound seamless paper. With proper lighting effects this mural gives 
best fit into civic defense plans. The com Available with or without message. Specify when ordering. 
mittee is composed of Eric Schwengel, T. A. Our special process makes possible the very low price. $ 1 6 50 
Chapman Company, Emil Schwab, Frank F. O. B. New York City, each... ; ° 
Dau Paint Company, and Louis Best, pres Immediate Delivery — Write for Quantity Discounts to Dept. D 





ent, Best Lumber Compan, MURAL PROCESSING CO., 442 W. 42d St., New York 


Decorative Plant 
In New Quarters 

For many vears located at the corner of 
Fifth avenue and 27th street, New York 
City, Decorative Plant Company has moved 





to 27th street at Ninth avenue. The new 

















location provides much larger space for the 

showroom, offices, and factory. The company | 
now occupies 35,000 square feet of space on rr 
two floors, and employs nearly 200 workers. Art Poster Board A } | 
Fight salesmen are now making their spring 100 Series [| 7 
trip for Decorative Plant. Process Board Al | 


| Out-Dor Board LAE 


Stensgaard Adds York 


“at; | Illustration Board i! | 
To Organization | hat Heed } 3 

W. P. York, Inc., Aurora, Ill. for many Fj ° 

vears designer and manutacturer of quality V-Neer inish ! 

display materials, has been liquidated and Cut Letter Sign Board ie 

the property leased toa firm producing wat Display Blanks Mesh ot: 

mate riais, W. P. York has joined W. CL. Melton Mounts i 

Stensgaard & Associates, 346 North Justine V N M C 1) 87 

avenue, Chicago, in an executive position, “Neer enu Lover 


and the Stensgaard organization has also | | Mounting Board 
Crescent Bristol 














acquired some of the W. P. York equipment 

















omen 


Westinghouse Announces ee 


Lamp Display Program 








ed 


L Product 
CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD. CHICAGO, ILLINOIS 


Sold by Leading Dealers - Coast -Lo-Coast / 








the 1942 window display program to 
merchandise Westinghouse ‘Mazda” 
, according to an announcement by the 





| 
| 
5 | 
Special items featuring national defense | 
| 
| 
. . . | 

rtising and sales promotion department | | 


e lamp division. The complete program 











sts of thirty-six new selling aids, rang- 








trom small counter posters to large 





| display units. 













Title Registered U. S. Patent Office 
Combined with 


MERCHANTS RECORD AND SHOW WINDOW 


Issued on the Fifteenth « Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Oh 


H.C. MENEFEE, Preside 
NATHAN SILVERBLATT 
R. C. KASH, Edit 





OUR PLATFORM 


1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 


Ww 


5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute 
Columns. 


Independence of Our _ Editorial 
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Retailing And The Public 
During The Emergency 

“What should the retail store’s relation 
ship be to the public during the war?” is a 
question which many executives must cope 
with just now. There seems to be two 
logical answers. The first is, to continue to 
serve the store's clients to the best of one’s 
ability as a merchant; the second, to serve 
the public in a helpful, advisory capacity 
to point out to the people what they can do 
to help in the war effort 

The second part of this answer adds one 
more burden to the shoulders of the already 
heavily Where 


is management to find time to study this 


burdened retail executive. 


problem in addition to the dozens that al- 
ready contront it? The solution seems to 
rest with those display managers who sit in 
on their firms’ promotional planning. After 
all, most educational programs must be in 
visual form; experience has proved that dis 
play has the ability to impart visual educa 
tion more clearly, concisely and dramatically 
than any other form. 

Therefore it seems the duty of the dis 
play manager to take over the task. The 
duty is both that of a patriotic citizen and 
of an intermediary between the store and 
the public. On him should rest the re- 
sponsibility of instructing the community, 
through display, in the effort necessary for 
victory. 

How Stix, Baer & Fuller, St. Louis, han- 
dled this problem—as a major promotion 
rather than a series of displays at intervals 

is told elsewhere in this issue. We be- 
lieve nothing so dramatically patriotic has 
been done elsewhere; the value of the dis- 
plays to the citizens of St. Louis can not be 
estimated. We extend our sincere congratu- 


lations to the management of Stix’s, and to 
the man responsible for carrying out the 


idea—E. H 


Leeker, display manager. 
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Government Apparently Indifferent 
To Display Publicity 

It seems that display as a publicity or 
propaganda medium for the war effort is 
going to get the same cold shoulder here 
in the United States that it has received 
in practically every other warring nation— 
with the exception of Nazi Germany. <A 
reference to display in Britain during the 
war (DISPLAY WORLD, January, 1942) 
shows that in spite of persistent prodding 
from prominent display tactors the English 
government has used display only sporadi- 
cally and without much enthusiasm in its 
campaign to educate the public in their 
part in winning the war. In New Zealand 
the picture has been even worse; no organ- 
ized display program at all has been em- 
ployed. Reports from Australia are along 
the same line 

The situation in the United States is no 
better, at least from information now avail- 
able. According to reports from Washing- 
ton, there are no plans for a central display 
department to correlate a display program 
for the entire country, or—important from a 
tax-payer’s viewpoint—to make quantity pur- 
Instead, each department 
desiring to use display will function sep- 
arately. To be utterly candid, any proposal 
for a coordinated government display pro- 
gram seems doomed to strangulation by red 
tape or, at best, to spend its life-time wan 
dering in the maze of Washington buck- 


chases possible. 


passing. 

\s an example: for many weeks DIS 
PLAY WORLD has been trying to learn 
whether or not the government proposed to 
use display seriously in its war effort. Let 
ters to department heads went unanswered 
or the replies were received as much as a 
month later, worded ambiguously and con 
taining no information. For instance, a let- 
ter was written early in January to the 
man who is “handling” display for the Of- 
fice of Civilian Defense. No reply was re- 
ceived from him. Instead, on February 2 a 
letter was received from another individual 

a major general—in the same department, 
who reported that the matter was being 
passed along to the director of information 
for the Office of Emergency Management, 
from whom, incidentally, nothing has been 
heard. 

Hence it appears that it will be up to the 
individual displayman in the retail store to 
do what he can in the way of display propa 
ganda for the education of the public in how 
they can best serve the cause. And, just as 
surely as there is inefficiency and lassitude 
in Washington, every displayman will be 
eager and glad to do his part—without any 
thought of passing the buck to the man in 
the next office. 


Two-Continent "Display Day’ 
Suggested By Argentine 

In view of the friendly relations of the 
United States with her sister republics to the 
south, a suggestion made by Bert Levi, dis 
play director for Casa Tonsa, Buenos Aires, 
seems especially appropriate. His lette: 
speaks for itself: 

“T wonder if you could suggest some way 
in which all the displaymen of the demo 
cratic countries could unite so as to con- 
tribute in some way to the Allied cause 
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I am personally in contact with all of 
important displaymen in the Argentin 
many of whom, including myself, have 

bitter experiences with the Nazi regin 
and I assure you that if there is any way 
which I could tangibly help those fight 
for democracy I will do so with ready 
thusiasm. 

“Would it be possible for you, thro 
the columns of your magazine, to start 
ball rolling with a campaign? One of th 
ideas I had in mind was that of a “P 
Ally Window” created simultaneously—tiat 
is, on exactly the same day—by the disp! 
men of all the democratic countries. I would 
like your opinion on this and if you like the 
idea, the perfect method of publicizing it 
would be to have you announce this before- 
hand in DISPLAY WORLD. Suggestions 
from you would be more than welcome and 
you can count on the collaboration of all 
Argentine displaymen.” 

A concerted, patriotic display — effort 
throughout the two continents would be 
most effective, and a means of drawing the 
displaymen of many republics closer to- 
gether. DISPLAY WORLD will welcome 
comments and suggestions on Levi's plan 





No Centralization 


Of Canadian War Display 

A letter from the office of the director of 
public information, Ottawa, Canada, ad- 
vises: “There is no centralization of effort 
in the matter of producing Canadian war 
posters. I imagine the greatest proportion 
of the posters are produced by the Director 
of Public Information, but a considerable 
number have been turned out by the War 
Finance, the Wartime Shipping, and Air- 
craft Production branches of the govern- 
There is also a considerable volume 
produced by 


ment. 
of wartime poster material 
commercial organizations without any ref- 
erence to the government. The Public In- 
formation Office maintains an art and print- 
ing section, which is available to all othe: 
wartime organizations for consultation and 
advice; and there is a growing tendency to 
regard this office as a center point of poster 
distribution effort. However, we are a long 
way from any logical centralization.” 


Change Of Address 


For Brosnan 
Mary Brosnan, Inc., mannequins, has 
taken new and larger quarters at 151 West 
26th street, New York City. The firm’s 
mannequins are distributed nationally by 
Jas. B. Williams, Inc., 498 Seventh avenue 
New York City. 


Schube To Leave 
For Army Duty 


Earl Schube, display manager for La 
Mode, Cincinnati, has been called for arm) 


5 


duty. He will be inducted on February 4: 


Nief Opens Office 
In Detroit 

Formerly of R. H. Fyfe & Co., Det! vit 
with which firm he served for six years as 
assistant display manager, Kenneth Niet has 
opened an office in the Broadway Central 
building of that city. He will specialize in 
window display and signs. 
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$5,000 Display Contest 
Sponsored By United 


George G. Fero, display director for the 


United Drug Company, 43 Leon street, Bos- | 
ton, has announced a $5,000 display contest | 
during 1942 for Rexall displaymen. Thirty- | 


four cash prizes will be awarded each month, 
February to November, inclusive, consisting 
of $10, $5 and $2.50 prizes for each of the 
ten United Drug Company sales districts, 
plus four national prizes each month of $50, 
$25, $15, and $10. In addition, sixteen grand 
prizes will be awarded at the end of the 
November contest, as follows: first, $1,000; 
second, $500; third, $250; fourth, $100; fifth, 
$50: sixth, $25; seventh to eleventh, $10, and 
twelfth to sixteenth, $5. 

The contest is open to all Rexall drug 
stores with the exception of Liggett and 
Owl stores. 


Jentzen Leaves Gimbel's 
To Start Business 

Formerly in the display department of 
Gimbel Brothers, New York City, G. Jent- 
zen is now operating as a free lance and 
display consultant. He is also making avail- 
able several interesting inventions, formulas, 
and short cuts in preparing display mate- 


rials. He is located at 11 Columbia avenue, | 


Jersey City, N. J. 


Change Of Location 
For Silvestri 

George Silvestri, Silvestri Art Manutfac- 
turing Company, has completed arrange- 
ments for the removal of the well-known 
firm to new and larger quarters at 710 West 
Washington boulevard, Chicago, on May 1. 
The four-story building at that address will 
permit much-needed expansion. The firm is 
now located at 1214 West Madison street. 


Patriotic Displays Suggested 
In ‘Facil Fab" Literature 

Facil Fabric Corporation, 302 Fifth ave- 
nue, New York City, has just released sales 
literature in which various suggestions for 
patriotic displays involving the use of 
“Facil Fab” are given. The product consists 
of lustrous fabric mounted on paper stock; 
it is available in a number of colors and 
has many display uses. 


Folder Available 
On "Drama-Lites" 

Century Lighting, Inc., 419 West 55th 
street, New York City, has released a de- 
scriptive circular covering the company’s 
streamlined “Drama-Lites,” which are spot- 
lights especially adapted for display pur- 
poses. Copies can be obtained from the ad- 
lress given above. 


Theodore Palmer Joins 
Ruckelshaus & Co. 


eodore De Cue Palmer, assistant ad 
tising director of the New York Times, 
resigned in order to become president 
‘uckelshaus & Co., Inc., 545 Fifth ave- 
New York City. The firm makes and 
ibutes animated displays under the 
elshaus patents. 
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TWO time-savers for Display and Sign Men are 
the Hansen BLUE-LINE Tacker and the Hansen 
Vest-Kit. Combined, they improve and speed up 
display and sign tacking. 


The Blue-Line Tacker—the latest Hansen design 
—is a well-balanced, easy-to-grip unit, with the 
added feature of an easily removable Take-up 
Jaw. This feature improves Tacker performance. 
Si ee Provides easier inspection. 


Hansen VEST-KIT fits the vest pocket and pro- 
vides a ready, convenient supply of staples. Used 
in combination with the Hansen Tacker, it saves 
time, steps and staples. INVESTIGATE! 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. CHICAGO, ILL. 




















Artistry >: Cralismanship 


Our complete staff of artists and craftsmen are continually develop- 
ing new effects, which are priced in line with today's budgets. 


x * * 


VICTOR HAIDA DISPLAYS, INC. 


149 WEST 24th STREET, NEW YORK CITY 














Announcing — 
OUR NEW SPRING 


and 


EASTER DISPLAYS 


In Our New and Enlarged Factory and Display Rooms 


DAVID HAMBERGER, Inc. 


115 West 3lst St.. New York City 
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Defense Display Contest 
For New York Stores 


Under the chairmanship of Tom Lee, dis- 


plav director for Bonwit Teller, New York 


City stores staged a big Lincoln’s birthday 
lrive for the sale of defense bonds and 
stamps The contest was broken up into 
two divisions, with defense bonds being 
awarded the winning display managers in 
each classification. One group was made up 
of stores maintaining their own display 
staffs and the other of stores without such 
departments. Two honorable mentions were 
also awarded in each division. The results 
ave not vet been announced 


Saks’ Window Features 


Hands Of Musicians 


\ recent window display of Saks-Fifth 
\venue, New York City, made a tie-up with 
he svn p! ony concerts of the Blue Network. 
Displayed in the window were plaster casts 
of the hands of eight famous conductors, 

wn in typical podium poses. The hands 
Vere thre \« k ol Miss Ra Shaw, who mod 
Hed them) trom. life Phe display will b 
seen in other stores throughout the country 

the near tuture. 


McCann Convalescing 
After Illness 


Joe MeCann, display manager, S. Kann 
Sons Company, Washington, and president 
f the International Association of Display 
\ rating at his home atter a 
severe illness of several weeks duration 


Kay Displays Releases 
"Case Histories" 
\ ome portiolio of “Case Histories,” re 
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—''The Function of Display in Today's Retail Distribution" was the subject of an address made 
recently by Earl Elhart, editor, retail executive pages, Women's Wear Daily, New York City, 
at a joint luncheon meeting of the St. Louis Display Guild and the Advertising Club of St. Louis. 
(The complete address is given elsewhere in this issue.) Elhart is shown before the microphone 
while at his right is Tom Kenna, Famous-Barr Company, and president of the St. Louis display 
club; at his left is Frank M. Mayfield, president, National Retail Dry Goods Association and 
president of Scruggs-Vandervoort-Barney, Inc., St. Louis. Some 250 were present at the meeting 
including many prominent St. Louis merchants. A number of guests from out of the city at- 
tended, among them being Nathan Silverblatt, manager, DISPLAY WORLD— 


leased by Kay Displays, Inc., cites outstand Display Guild, Baltimore, 
ing display successes of some of the largest Holds Annual Party 


national advertisers in the country. The ts a : Sale 
\ The fifth annual party of the Displ. 


book is well illustrated and authentic. ‘Id of Balt; held ; P 
( alt re We Id ; lye 
limited edition is available to sales execu- uid of Baltimore was held at the belv 
tives of large organizations, by writing to 


he. ene ot O Binet Mile ctenet Winer Mast excellent attendance for the dinner = ai 


dancing which made up the evening's ente1 


Cit ; 
tainment. 
The club will have its next meeting at 
* home of the organization's treasurer, Jo 
Ie. Bonnett 
GAR OM AMARL ; 
GAY! ii Change Of Location 


For Biolite 

Indoor Advertising Company and Biolit 
Inc., makers of glass tubing displays, 
announced the removal of their offices 
showroom to 53 West 23d street, New \‘ 


City 


Mannequin Catalogue 
Now Ready 

Di Carlo-Lukins Display Manutacturi 
Company, 127 Green street, New York Cit 
has prepared a new spring mannequin Cat 
logue which is now available on request 


Lloyd Display Equipment 
Discontinues Business 

For the past ten vears in business at 5 
Seventh avenue, New York City, Lloyd Dis 
play Equipment Company has discontinu 
as of February 1. 


Goldman Joins 
Nat Siegel 

Formerly with McCallum Artificial Flo 
ers, Pittsburgh, M. S. Goldman has joi 
Nat Siegel, Inc., 39 West 37th street, Ne 
York City, as sales representative in west 


—'"'l started to adjust the slip on a mannequin—and it wasn't a mannequin!"'— Pennsylvania and Ohio 








dere hotel the night of February 7, with an 
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Wolfe Contributes 
To Defense Work 


(Chester Wolfe, display and advertising 
manager for Albert's, Inc., San Rafael, @ 
Calif., has found a very helpful way to con- 
tribute to the local defense program, by ALTY 
screen processing official Civilian Defense 
arm bands for 2,500 air raid wardens in his i] CTM34 
county. Working with a Red Cross sewing " 
group, headed by his wife, Mrs. Grace Your Easter Displays —- 
Wolfe, he turned out the arm bands in less : 
than two weeks. The only cost to the loca! whether of shoes, hosiery, 
authorities was for materials. neckwear or brassieres — 
\ letter from Wolfe says: “I feel that will be close to tops in 
ever) displayman who cant answer the call selling effectiveness if 
to the colors can do his share in detense : 4 
work in some small way. The arm band glamourized with genuine 
idea is one. Previous to this, my assistant, Fairy Forms. The shoes 
a card-writer, and myself processed arm shown here are displayed 
bands for the Red Cross—500 of them for ; 
emergency use. You can be sure the work on Tu-Toe Fairy Forms 
is appreciated; I know! Most Civilian De of Pearlescent Fairylite. 
fense offices have no idea that displaymen 
















































can produce work of this kind—and in quan 
tity.” 


Marquardt's Display Division 
Adds New Plant 

Howard Harter, manager of the Display 
Paper Division, Marquardt & Co., Inc., New 


York City, announces the opening of a new 
: WRITE FOR CATALOG AND 


plant at 226 Lafayette street to accommodate 
FREE HEEL HEIGHT RULE 


the increased demand tor “special order” 
three-dimensional display units. Two cata- 


1 


logues, illustrating twenty-five new units for 
spring and summer, as well as silk screen SHOE FORM co. INC. AUBURN, N. v. 
backgrounds and the thirty-seven colors in | 
the “Wind-O-Width” line, are now avail 


able on request. | 


Several assistants have been appointed to 
ooestncik | NU WAY TO DISPLAY TROUSERS 
Bed exclu 


st. who 1s now creating displays 











sively for Marquardt. Among them are: 




















Helen McGeorge, formerly with the display CUSTOMERS’ | 
department of Kaufmann’s Department 
Stores, Pittsburgh; Marie Schuck, formerly SELF-HELP 
with Jentner’s Exhibits & Displays and DISPLAY 
James McCreery, New York City, and 
\lleine Dodge, formerly with the Museum 
Costume Art of Greneker Studios and » 
graduate of the New York School of Fine 
\pplied \rts MORE 
: : EFFICIENT 
Leaves Street's To Join 
Fishman's As Display Head ° 
Claude Delo Adam and his wife, Edna 
\nderson, have joined S. S. Fishman and 
Brooks Stores, New Jersey, in display pro LABOR 
nal positions \dam for the past ten 
was with Street's Stores, Tulsa and SAVING 
Oklahoma City, of the Greenberg Brothers Patent No. 2,087,149 7/13/37 End View Double Row Cabinet 
Stores of Kansas City. Since his marriage 
Aerobie —"s — gsi spr assisted ae Holds the trousers smoothly in perfect 
is work by his wife, who also was in : . . 
the display profession | is order on racks or in cabinets, creating 
. orderly display at all times. All inquiries 
s THE DOUBLE will receive prompt attention. 





Paper Sculptured Panels a HOOK REMOVABLE 


Described In Brochure Nu-Way Trouser Hangers can be used 


KIP Studio, 15 East 22nd street, New vane TROUSER HANGER on single or double racks, wall cases, 
York City, has issued an interesting bro- shelving space, revolving cabinets or floor panel cabinets. Let us solve 
chure on the firm’s novel three-dimensional your trouser display problem. 


sculptured display panels. Copies are 


able on request to the address given | NU-WAY FIXTURE FACTORY, 424 2nd St., Santa Rosa, California 
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Point-of-Sale Gallery... 





pisTares oy Coes bolas 
muasacees 
CHB ORBGE STOR 


\ka- 
galtzer 











OF NATIONAL DISPLAYS =n 





—Persuasive simplicity mark 
this display for Alka-Seltz 
Essentials for fighting th. 
hazards of bleak and blu: 
tery days are shown—warrr 
wraps, overshoes and Alka 
Seltzer. Created and color 
fully lithographed for Miles 
Laboratories, Inc., by Forbes 
Lithograph Company, Bos 
ton— 


—Seagram's new counter 
merchandiser displays the 
whole line in a minimum of 
space, holding any combina- 
tion of six bottles in theft- 
proof shelves. Added to its 
proved effectiveness as a 
sales booster, reverse side 
of the embossed Seagram 
shingle has detailed instruc- 
tions on how to spot coun- 
terfeit bills— 


—The Genesee Brewing Com- 
pany, Rochester, N. Y., is 
distributing to its dealers 
this wooden dual-purpose 
shield display for use as a 
hanging unit on the back- 
bar or to stand on the coun- 
ter. The design is in red 
white and blue. The actual 
bottle, cut in half and mount 
ed on the panel, does the 
major advertising job. De- 
signed and made by Kay 
Displays, Inc., New York— 


—These lithographed shoe 
stands are very realistic imi- 
tations of sections of a birch 
tree trunk. Done in full 
color, they are being used 
by United States Rubber 
Company, New York City, 
to merchandise ‘'Kedettes”’ 
in windows or on counters. 
Created and produced by 
Forbes— 


—For De Luxe Bourbon whis- 
key, Hiram Walker is using 
a display featuring the blue 
and gold colors that have 
been synonymous with the 
brand since its introduction. 
The rococo frame-work af 
the top and bottom of the 
display makes a decorative 
setting for the jumbo bottle 
attached to the unit— 


—Hiram Walker, in another 
current display, likens the 
extra age of "Ten High" to 
“ripened just right" fruit 
The campaign is being car 
ried in national magazines, 
newspapers and _ billboards 
in addition to dealer dis 
plays. A tie-in set of pen 
nants in the same design 

furnished for use inside th: 

store— 
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MERCHANDISE DISTRIBUTION 
AND DISPLAY 


[Continued from page 5] 


let your store get drab and solemn. The 
doesn’t want to be depressed. Make 


publ c 
It’s not un- 


your store bright and cheerful. 
patriotic to smile.” 

[The good display executive will, in the 
months ahead, be able, it seems to me, to hit 
the right note. He will be an interpreter 
for the store of the public’s mood. It is 
taken for granted that each store will de- 
yote a certain amount of its available win- 
dow space to such patriotic efforts as the 
sale of bonds and stamps. Display also has 
an educational job to do. Curtailment of 
delivery of merchandise has already become 
necessary and will probably be further re 
Display help to explain to 
fashion why this 


stricted. can 
customers in a convincing 
must be done as a matter of public service. 
No doubt instances of this sort will be mul- 
tiplied as we get further into our war effort. 

In the time period in which we now find 
ourselves, the overall trend will be to sim- 
plify our lives and to eliminate non-essen 


tials. Display techniques must be in har- 
mony with that overall trend. The more 
pretentious and ornate styles will be less 


popular. There will doubtless be an in- 
creased emphasis on topical windows, dis- 
plays which tie-in with some late news de 
velopment and which give a clever merchan 
dising and selling twist. But always there 
will be an emphasis on merchandise and the 
reasons why it is desirable. 

In every field of store operation we shall 
hear about and 
changes in quality. That is true in the field 
of merchandise and it is going to be increas- 


more and more substitutes 


ingly 

Metals for display uses may become short 
although the display executives of a 
New York store told me just before I left 
that they still were able to get replacements 
without too much difficulty. But must 
take it for granted that certain metals will 
become more and more difficult to get. 

It is then that the display executive can 
exercise his rightly vaunted ingenuity to the 
full. If you can’t get metals you still will 
be able to get glass, wood, plaster, paint and 
papier mache. The band-saw and the jig-saw 
will be used to an increasing extent. There 
will be a new use of plastics for, contrary 
to the common opinion, there is no shortage 


So. 


big 


we 


of plastics except those made from phenol 
and formaldehyde 

Display will be, more and more in these 
War vears, a triumph of brains over mate 
rials. Imagination, ingenuity and research 
will be called upon to take the places vacated 
by priorities. have 
pended upon an idea, research and 
execution. It is said that bricks can not be 
made without straw, but I am that a 
good displayman can do a competent job 
without calling upon a single strategic mate 
rial. 


Fo the 


always de- 
expert 


Displays 


sure 


past Christmas season, Marshall 
Field & Co., Chicago, created some 1,60! 
individual displays in the store. It was not 
the nptuous and expensive materials but 
Imagination which made this an impressive 
Job his store’s staff followed the theme, 
“It’s what you do but how you do it that 
unts in display.” Every store will bs 
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called upon to an extent to ust 


that quality of imagination which can cre- 


Increasing 


ate display miracles out of non-strategic and 
unfamiliar or strange materials. 
Nor is it in materials alone that display 


executives must plow new ground. The trend 


towards simplicity is going to have an im- 
portant effect on merchandise and on the 
obsolescence of styles. It has been pre- 
dicted that consumers will accept greate 
uniformity of styles. It is certain that out 
profuse ranges of variety will be reduced 


merchandise man whom I know 
dicts that while this trend 


daytime wear even to the extent of increas- 


One pre 


will be true for 


ing the emphasis on uniforms, that evenings 


will be gay to relieve the strain from the 
taxing work of the day. 

With this trend on the horizon and_ the 
knowledge that sooner or later shortages 
will show up at retail, the emphasis on dis 
play will be to an increasing extent to sell 
what you've got. There may be a poverty 
of fresh ideas in merchandise and _ styling 
may tend to become static. It is then, how 


ever, that the emphasis will be on the dis 
play technique which can give “fresh com 
plexions” to merchandise which may b 
lacking in new 


There will undoubtedly be increasing em 


ideas. 

phasis on speed and flexibility in displays 
I know of one store that had a 
display program 
It was planned to be the biggest 
Then 


very preten 


tious underway early in 
December. 


thing which the city had ever known 


came Pearl Harbor. The big idea became 
not only stale but in questionable taste 
Overnight the essentials of the plan were 
necessarily scrapped and a new idea devel 
oped in its place. It is that sort of flex 
ibility which must be developed in _ times 
like these. It is quite possible that more 


displays also 
rap 
idly changing story of your firm’s merchan 
dise and to reflect, as a city editor would, 
the topical developments of the war effort. 


frequent changes of window 


may be necessary to keep up with the 


In any discussion of display we come 
sooner or later to the subject of expense 
and production. Display executives have 


not yet developed exact methods for meas 
uring the effectiveness of their displays, but 
neither have most advertising men for that 
Yet, the fact is that display has 
gone gradually forward in recent 


matter. 
years as 


an important publicity medium. In 1939 dis- 
play got but 12 cents out of the publicity 
dollar. The figures for 1941 are not yet 


available but the data for 1940, as compiled 
by the Sales Promotion the 
N. R. D. G. A. shows that the average store 
spent 14 cents out of the total 
dollar on display. The high figure reported 
was 17 cents and the low 10 cents. This 
is, it me, a most encouraging de 


velopment as far as display 


Division of 
publicity 


was 
seems to 
executives are 


concerned 


Due to the special conditions arising out 
of the war emergency, it seems inevitable 
that display will increase rather than de 
crease in importance in the coming months 
This medium will have not only to do more 


the sale, it 


will have to keep the store's overal 


of the job of selling at point of 
| display 
program in tune with the public’s mood and 
it will have to do its job for defense. \s a 
merchandise distribution it 


the 


means of aiding 


viven scope and the indepen 
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AMERICA’S 


Finest Letters! 


SIZE: 34“ to 9“ in many 
different type faces. 
Free catalog on re- 
quest. 


Some Good Dealerships Still Available 
Write today to 


MITTEN’S DISPLAY LETTERS 


REDLANDS, CALIFORNIA 
8 


Western Distributors: 


LOR SALES, 460 E. 3rd, LOS ANGELES 
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dence of action to realize its full powers. 

There has been in recent years a steady 
trend towards making the display executive 
a member in good standing of the top execu- 
tive family. In an increasing number of 
stores he is called in to every meeting in 
which a general promotion is being planned 
in which display is to play a part. When this 
is the accepted routine in every store the 
display manager will have little reason to 
worry about his status as an executive. 

Store organization charts sometimes play 
queer tricks on displaymen. While the usual 
boss of the display department is the adver- 
tising manager, other executives who have 
at one time or another held top authority 
have included merchandise managers, art | 
directors and even controllers. 

Probably it is of less importance as to | 
who bosses display as that the boss, who- 
ever he may be, understands the true func- 
tion it must perform and sees to it that there 
is true correlation between display, mer- 
chandising and advertising. The good dis- 
playman is merchant, artist, businessman 
and preterably having also a_ feeling for 
drama. With these attributes he can do a 
particularly outstanding job in these critical 
times. 

There will doubtless be some store execu 
tives who will say: “Business 1s just rolling 
in. I can cut out some of my advertising 
and display costs can likewise be reduced. 
The goods just sell themselves.” 

Probably more short- 
sighted. The standing of an individual store 


nothing could be 


in a community is based on a number ot 
things including its merchandise, service, its 
advertising and display. Kconomize on one 
other has to try to shouldet 
More than that, the 


momentum of a store, its standing in a com 


phase and the 
the increased load. 
munity, 1s either progressing or regressing. 
Qnce a trend has been started it takes 
months, even vears, to stop it. 

\ccording to one study which has been 
made, leading business organizations have 
announced advertising committments for the 
first six months substantially larger than 
hose for the corresponding months of last 
year, notwithstanding implications of war 
time restrictions. It is significant that the 
Chevrolet Motor Company will launch an 
intensive campaign even though presumably 
the company will have no new cars to sell. 
It will feature a car conservation plan. I 
might also mention that last week at the 
N. Ro oD. G. A. convention that promotion 
men agreed that dollar expenditures in 1942 
should not be cut in comparison with 1941 
and that some increases might have to be 
planned to take care of increased costs. 


Display Factor's Game 
Given Fine Reception 

Elton Pease, head of the Capex Corpora 
tion, 1832 Juneway terrace, Chicago, well 
known for many years in the display field 
has scored a hit with a new game his com 
pany is manutacturing. Called “Dart-Bowl,” 
the device combines bowling and dart throw 
ing, and is growing rapidly in popularity. 
includes 


describing the game 


Edgar Bergen, Chester 


Literature 


testimonials from 
Morris, 


tures 


and other stars of radio and _ pic 
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& Fills the gap in your 
Display Construction 
Program due to pres- 
ent shortages of other 
raw materials. 


* New York and Chi- 
cago stocks available 
in 41 "Style to Fash- 
ion" Colors. 


Write for New Color Chart 


BULKLEY, DUNTON & C0, 


Display Paper Division 


NEW YORK—295 MADISON AVE. 
CHICAGO—2635 WABASH AVE. 
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Make 
Colorful Jv 
Touch to Your Displays 
EATON Scatter-Grass 


OH ial X 
Sf 
i> 









@lt's a decorative material of many uses! 
Looks like real grass. You simply scatter it 
to suit your display scheme. An excellent 
fill-in material for odd shaped spots, around 
tree trunks, pedestals, etc. Fire resistant. 
Mildew-proofed. Can be used over and 
over. Economically priced. Ask your local 
display jobber. 


EATON BROTHERS CORP. 


HAMBURG - - NEW YORK 
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Silent Salesman 
STREAMLINE SHOW CASES 


Send for Catalog 


Detroit Show Case Co., Detroit, Mich. | 
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MANHATTAN DESIGNS 
FOR THE DURATION 


[Continued from page 15] 
garden.” The herb provides the 
color for a new collection, displayed with 
oreat attraction, as the accompanying photo- 
oraph will testify. Against a panel striped 
hite and parsley-green stands a street 
vendor and his cart. Cut from composition 
wall board and painted in the parsley shade, 
awker is unmistakably of the crew, 
complete with mustachio and heavy watch 
which sprouts on Manhattan’s streets 
as a sign of spring. His wooden cart of the 
same color is gaily decorated with a leat 
design in white and is loaded with parsley 
Small figure cutouts suggests costume com- 
binations with navy, beige, red, and prints. 
Leit of “Tony” may be seen a triangular 
olumn striped in white and parsley which 
s employed as a displayer for bags, shoes 
| stockings of the same hue, all items rec- 
mmended tor “garnishing spring costumes.” 
he floor was covered with light green grass 
mats: overhead lights were light green and 


ainst a background of cool green and 
ld gold, Bloomingdale's (Joseph Dultz, dis- 
play director) called attention to jacket 
lresses as a fashion trend. The background 


ossessed a sense of charm and repose, the 


wall painted in light green and the central 
doorway accented with gold, as was the 
baroque scrollwork over it. Wall tables, 
mirrors and chairs used were designed in 
baroque style and embellished with gold 
leaf. Fine small rugs with Victorian pat 
terns and crystal pieces contributed to the 
renity which distinguished this window 
lisplay is shown. 


Thirty-Six Tons 
Of Displays 
Display material being distributed to re 
tail stores tor National Sew and Save week, 
February 21-28, has a total weight of ap 
proximately 36 tons, according to Sally 
Dickson, director of the National Needle 
Bureau. More than 35,000 stores will 
material 


Cralt 


It's Another Girl 
At The Bingham's 
Frank G. Bingham, display director fot 
on Brothers, South Bend, and author 
This Over” in DISPLAY WORLD 


can take another $400 exemp 





preparing his income tax. state 
xt vear. It’s a girl, born February 
eighing 8 pounds | ounce. She has 


d Frances Carolyn. 


| Van Voorhis Named 
Sales Manager 


YO Ning Cole, Ine., Canton, Ohio, an- 


the appointment of Nobil Van Voor 
rly west cost representative tor the 
sales manager tor all Old King 


ole play materials. 


Malehorn Named 


Display Monager 
Fy 


a ager for Mayer's Department Store, 


Malehorn has been appointed dis- 
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usiness Girl Mannequins 
Designed by LOIS FELICE 


“THE MANNEQUINS OF THE YEAR. 
for America’s New Style Queen is Working Girl,” says 
Fashion Editor, in A. P. feature story to newspapers 


from coast to coast. 


“AN INSPIRATION TO EVERY STORE” 
says James Gosling, Display Manager of FRANKLIN 
SIMON. “We are planning exciting windows featuring 
new Charm Business Girl Mannequins. Will tie-in dis 


plays with feature story in Charm Magazine.” 


CHARM MAGAZINE \vii carry double-page pic 


ture story in April issue (on stands March 15) 


RADIO and NEWS REELS viii soon featur 


news of these mannequins! 


Newest, most original idea of the year, Lois Felice cap 
tures the spirit of America’s 6,000,000 business girls 

translates it into Mannequins of natural charm and poise 
They glorify the big consumer-group every store ts eaget 
to capture, the Business Girls. Capitalize on their tre 


mendous public acclaim. Put them to work for you! 


Misses and Junior / Lur¢ y 


Wire. phone or Write for our 


EXCLUSIVE “BUSINESS GIRL PROMOTION PLAN” 


tHE DISPLAY EQUIPMENT corp. 


147 West 37th Street. New York. N. Y. ‘ ; : BRyant 9-8450 


* * * * * * * * 
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OF COURSE NOT 
But You Get the Same 
Effect with COVERAY 


Imagine a 4-ft. square leather table top for less 
than $1.00! You get the looks at least with 
COVERAY at that price and it wears amazingly! 
For almost any other lining or covering job, it 
looks dollars at a cost of pennies. Besides, it’s 
highly resistant to grease, stains and fading—100% 
washable baked-on enamel finish—22 authoritative 
colors—plain colors as low as $1.50 for 4-ft. x 25-ft. 
rolls. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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Colorful .* 
Touch to Your Displays 
EATON Scatter-Grass 


@it's a decorative material of many uses! 
Looks like real grass. You simply scatter it 
to suit your display scheme. An excellent 
fill-in material for odd shaped spots, around 
tree trunks, pedestals, etc. Fire resistant. 
Mildew-proofed. Can be used over and 
over. Economically priced. Ask your local 
display jobber. 


EATON BROTHERS CORP. 


HAMBURG - - - NEW YORK 








16 SQUARE FEET 




















““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Willow Ave. & 135 St. 
FLAME-GLO CO. Inc. New" fone Sty 
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AMERICA ... AT WAR! 
[Continued from page 9] 

The minute the displays reached St. Louis 
preparations were started for their unveil- 
ing, which took place January 12; the win- 
dows remained on view until January 25. 
Stix, Baer & Fuller took large newspaper 
space to tell, in dramatic fashion, the story 
behind the displays. A page ad released the 
day before the unveiling read, in part: “As 
a highlight of its fiftieth year celebration, 
Stix, Baer & Fuller presents a_ block-long 
series of inspiring, dramatized window dis- 
plays—We, the People, at War’—a com- 
pelling, officially inspired and directed pres- 
entation answering the question on every- 
one’s lips, ‘What can I do to help?’” The 
advertisement continued: “The day after 
Pearl Harbor, we at Stix, Baer & Fuller re- 
viewed our fiftieth year program which had 
been months in preparation the only 
can we serve in this 
once on this 
flew to 


consideration was ‘how 
great started at 
exhibit our representatives 
Washington to discuss with government of- 
ficials the message to tell the public. Artists 
were commissioned, display experts em- 
ployed, and all rolled up their sleeves and 
went to work. Tomorrow, in every Stix, 
Baer & Fuller window on Washington ave- 
nue from Sixth to Seventh streets, the 
results of this effort will be unveiled.” 

The firm dramatized  fifteen- 
minute radio programs on local stations, de- 
scribing the displays in detail. Spot an- 
nouncements also were employed. Screen- 
processed cards in red, white, and blue were 
distributed to principal throughout 
the city, calling attention to the displays 
and a very timely exhibition, also at Stix’s, 
of the “London Fire-Blitz, 


cause ?” We 


also. used 


points 


of paintings 
1940.” 

As a result of the publicity, St. Louisans 
turned out in thousands to study the win- 
dows. The event treated strictly as 
news, and deservedly so, by radio stations 
and newspapers, all of them praising the 
exhibit lavishly. The St. Post-Dis- 
patch devoted a full page of its rotogravure 
section to the displays. The superintendent 
requested every teacher to in- 
form his or her students about the exhibit 
and urge them to see it. Civic organizations 
were unanimous in their commendation. The 
local Red Cross and similar agencies placed 
signs in all their meeting places calling 
attention to the windows, and the St. Louis 
Chamber of Commerce sent posters on the 
subject to the bulletin boards of 400 plants 
and factories in the city. 

Arthur Baer, speaking for Stix, Baer & 
Fuller after the windows had been on view 
for a week, wrote the following inter-office 
memo to Leeker: “It is the desire of man- 
agement to express to you their congratula- 
tions on your Washington avenue display 
of ‘We, the People, at War.’ As the open- 
ing gun of our fiftieth year celebration, it is 
not only because we have re- 


Was 


Louis 


of schools 


outstanding 
ceived so many compliments by civic leaders 
and alike—but because 
it interests the man in the street. We can 
recall no single effort on our part in many 
vears that has created such favorable good- 
will, nor has so affected the interest of the 
convey to Mr. Stens- 


defense committees 


community. Please 
gaard our appreciation for his cooperation 
and excellent interpretation.” 
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“We, 


People, at War” shows beyond a doubt t! at 


The enthusiastic response to 
the patriotic exhibit of Stix, Baer & Ful 
was fully appreciated by local citizens. 
sides serving the nation, the prestige 
good-will it brought to the store can not 
estimated. 

The exhibit has already been booked by a 
number of major stores, and by the time 
this article is in type “We, the People, at 
War” will have followed up its initial St, 
Louis success with appearances at Wm. H 
Block & Co., Indianapolis, for which A. J 
Roeder is display director, and at Ernst 
Kern & Co., Detroit, whose display is (i 
rected by J. C. Nichols. 


DISPLAY AS A STABILIZING 
INFLUENCE 
[Continued from page 22 
to display. Salesmen for Holmes & I:d 
wards sterling inlaid silverplate are now of 
fering their dealers a new and _ enlarged 
selection of display units. 

This has been no sudden jump—as 
might at first appear—for the amount 0! 
display used by International Silver Com 
pany has steadily increased during recent 
years in line with a general company policy 
of expanding promotional activities. It has 
long been recognized that displays directly 
concern store traffic and profits. This year 
however, will see additional display effort 
over what might otherwise have been made 
because of its ready application to present 
problems. 

In designing these displays another a: 
had to be considered besides the advertising 
Jewelers’ windows require special- 
The same possibilities—and 


1 
role 
pic 


theme. 
ized treatment. 
restrictions—may be found, however, in al- 
most any trade group where the windows 
vary greatly in size and shape. The displays 
used by International are examples of dif- 
ferent ways in which these requirements are 
being met. 

Of great importance is adaptability; all 
of these displays have been designed and 
made in relatively small sizes so as to fit 
easily and well into a “T’-shaped window 
“V"-shaped window, “L’-shaped window o1 
any of the conventional shapes. They ar 
equally at home when used for night door- 
way displays, on shelves, counters or aisle 
displays. Many of them can be rearranged 
to allow for many repeat showings without 
monotony. 

Small mannequins give the human touch 
to a number of them. Figures used include 
a bride, groom and clergyman before a bank 
of gold organ pipes; a groom carrying his 
bride over the threshold; a bridesmaid re- 
flected in a mirrored garden pool; a girl 
seated on a bench beneath a flower-covered 
progressive fashions of the last cen- 
father coming down 
many other sculptured 


trellis; 
tury; a 
church 
figures. 
National magazine ads are dramatized 
other units for tie-in purposes; a large © 
production of a beautiful oil painting is use 
in still another. 
Elevations covered in 
included in several of the units 
fixtures that be used for 
these and other Copy cards, 
general and with reference to specific 
Color schemes art 


and 
and 


bride 
aisle, 


11 


rich fabrics ar 
—useful stort 
can years witl 
set-ups. 


mer 


chandise, are provided. 
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better protect 
yourdisplays with 


CALIFORNIA 


PLENTY OF SUN! 
ATTN 


Transparent 


SUN SHAD 


You want maximum safety and maximum 


transparency—our shades give you both! 


Don’t expose merchandise or display fix- 
tures to the sun’s dangerous actinic rays. 


Sizes for all windows. 


WRITE TODAY tor descriptive 


sample swatches, and 


folder, 
prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 








COLOR 


Bark Has Color, Glam 


and Orchid and Green. 
tones by request. 


3x8’ — $6.50 
Birch, $6.50 — Heavy Oak, 


Ask your Jobber or wr 


42 So. 3rd St., Minneapolis, 





SPRING NEEDS 


Tru-Tre Two-Toned Flocked 


our 


and Spring Atmosphere 


Made in Blue and Pink — Pink 
and Blue—Green and Orchid— 


Other 


$5.75 


Lightweight Oak, $4.50 


ite 


Tru-Tre Studios 


Minn. 











BENT-BOARD 


Is Made of Genuine U. S. GYPSUM COMPANY 
HARD-BOARD —14 STYLES—SMOOTH BOTH 


SIDES — Write for Literature 


GARRISON-WAGNER COMPANY 


Distributors 
1628 LOCUST STREET 


Chicago Showroem, 326 W. Adams 


ST. LOUIS, MO. 


Street 








| 
| 





DISPLAY WORLD 


greatly varied so as to please a cross-section 
of dealer tastes. 

These display units should go a long way 
in accomplishing results for International in 
its all-important relations, for the 
salesman in maintaining 
and for the dealer—not only 
in improving store appearance both inside 
on thou 
sands of store counters—they will be work- 
night and shifts the 
point-of-sale. 


dealer 
dealer confidence, 
in profits but 


and out. In thousands of windows 


ing day directly at 


Questions and 


Answers 





Question: Is low intensity blue light the 
best for blackout purposes ?—Cleveland. 
Answer: No. According to “The Magazine 
of Light,” blue light has proven to be the 
color which is most readily detectable when 
from the air. Blue light does not 
well for seeing under low 
illumination, such as is required for black 
out. People adapt themselves to low levels 
of blue light very 
with red light because the eye 
sharply under red than under blue; 


viewed 


serve levels of 


slowly. Seeing is easier 
focuses more 
several 
times the intensity of red light may be used 
detection 


without any greater danger of 
from the air than if blue is used. If, there 
fore, other than white light is used for in 


door blackout, red would be preferable to 
blue 

Question: How can I get lined up for 
sub-contracts for the production of war 
materials ? We have a modern, well 


equipped display studio.—St. Louis. 
the Office of Production 
eliminated a short time 
ago the proper procedure was to get in 
touch with the local office of OPM. They 
offered help in listing your production fa- 
Each OPM office 


published job specifications twice a week in 


Answer: Before 


Management was 


cilities with them also 


a local newspaper, or the specifications could 


be obtained direct from the local office. 
Your local government authorities can 
probably give you specific directions now 


that the defense production set-up has been 
changed. 


Question: Do you know of any pending 
legislation that will curtail the manufacture 
of silk screen display cards and posters? 
Portsmouth, Ohio. 

Answer: To the best of our knowledge 


there is no pending legislation of any kind 
that the silk 


screen display cards or posters 


will hinder production of 


We are interested in obtaining 
a substitute for tetrachloride. We 
this fluid to clean type in our printing 


Question : 
carbon 
us¢ 


machines and it must be non-inflammable. 
Any information you can give us will be 
appreciated.—Austin. 

Answer: We would suggest that you get 


in touch with the American Type Founders 
Company, Dallas. This firm makes a cleaner 
known as “ATF Type Wash” which should 
Check with them 
to be sure of its non-inflammability 


answer your requirements. 
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Just six of twelve 










new faces created 
by Darling to 
display your 1942 


millinery. 





Teel 





$25 :50 PER DOZEN 


Choice of type illustrated 
or with conventional necks. 









Your Darling 
Distributor will 
a2 
gladly show you 

the complete line of millinery heads 
plus many other strikingly new display 
units for all types of merchandise. 


Contact him today! 





BRONSON MICHIGAN 
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DISPLAY WORLD 





OPPORTUNITY EXCHANGE 








FOR SALE 


Used display decors in excellent 
tion—at half price or less. 


condi- 


6—Three dimensional “Victorian Scenes” 
Christmas Panels, made of paper, ap- 
proximately 3 feet by 4 feet 6 inches. 
2 Tables tor Toy Displays 
approximately 4 feet in 


Drum Turn 
3-tie is base 


diameter. 


2—Fur Sale Units—large log in blue and 
white, cut-out letters, skates, snow- 
shoes. 

Must be seen to be appreciated. Further 


information or photographs upon request 


Also several 
autumn, of 
in excellent 


small lots of 
Christmas 
condition. 


Address ““BOX 200”’’ 


Care DISPLAY WORLD 


used spring, 
artificial flowers 


ATTENTION 
Jobbers of 
Display Merchandise 
to handle complete line of 
Artificial Flowers and _ Dis- 
play Novelties in their own ter- 
ritory for direct manufacturer. 


Address “SUCCESS” 
Care DISPLAY WORLD 
175 Fifth Avenue New York City 








SALESMEN WANTED 


Sell a good line of display accessories. Attrac 
tive commissions payable weekly Excellent 
opportunity for traveling man with a display 
following to earn an additional income 

Write “DB. ¢.” 


DISPLAY WORLD 


Care 








POSITION WANTED BY 
DISPLAYMAN 

genuine ability. Properly 
trained in all phases of display work, 
with a well-rounded experience on the 
display staffs of the larger first-rate de- 
partment Well versed in the dis- 
playing of all lines of merchandise, both 
windows and interiors Location and 
salary secondary to real opportunity. 


Address “H. H.” DISPLAY WORLD 


Qualified by 


stores 














COURSES IN WINDOW & STORE DISPLAY 


Background Design; Merchandising Ideas; Ex- 


hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 


Williams, Director, formerly editor of Merchants 











Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Box 

INVENTION FOR MANNEQUINS 
Invention for all types of mannequins, optician, 
beauty, millinery heads, etc $300 down, $10) 
guaranteed monthly income. Patent No. 2,220,719 
Copies at patent office, 1k Study same, then 
write 

G. JENTZEN 


11 Columbia Ave. Jersey City, N. J. 








how to make 


igh inbreakable, bendable substitute, 
. used in window displays, snow branches, 
artificial flowers, art 
$1.0 


G. JENTZEN 
Jersey City, N. J. 


glass 


color 
pain trees 


Instructions, 


users 


gum er: 


11 Columbia Ave. 











POSITION WANTED 


familiar display managers in metro 
politan area of New York City. is seeking an 
outstanding proposition with a live-wire con 


ern Address 


“METRO” 
175 Fifth Avenue 


| 
Salesman 


care DISPLAY WORLD 
New York City 








Fully Experienced Display Director 








Able to handle window and interior displays, 
including promotional work, desires new connec 
tion Preterably with better class. store Has 
ble assistant 

\ddress “CHICAGO” 

Care DISPLAY WORLD 
WANTED—\en’'s wear displayman, thoroughly 
familiar with better type clothing. Will be em 
ployed as assistant in large Ohio store Need 
not know large store procedure if keen about 
men’s wear, has good detail, and is sold on dis 
play as caree1 Age no importance; should have 
at least high school education. Salary $25 per 
week. Write “C. U.,” care DISPLAY WORLD 








HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 


clear and _ comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 


School.’’ Write for information. 


WILL H. BATES, Box 101, Ellsworth, I11. 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 














CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
rounds, Store Fronts, Exhibition Booths, Model 
3uilding, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet ‘‘DW.” 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 











WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 


with order. 


March 


cash 





Only $2.00 per inch. 
March 10. 


forms close 
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|.A.D.M. News 


By JOHN L. KING 
Managing Director 


for the 14) 
Display Men 


Invitations to exhibitors 
International Association of 
convention, to be held in St. Louis in June, 
will be released March 1. To any of our 
exhibitors who entertain either doubt. re- 
garding the profit to be made in display this 
year, or the proper definition of what our 
all-out duty collectively and individually is 
I take particular pleasure in quoting n 
ber of the remarks made by Earl W. 
editor, Retail Executive section ot Women’s 
Wear Daily, before a joint meeting of tl 
St. Louis advertising and 
recently. When Elhart speaks, I listen 
and though I am sure Elhart had no thought 
of selling the I. A. D. M. 
analysis of display leaves me more confident 
than ever that 1942 and St. Louis will bring 


protes 


an 
Ell 


rt 


display clubs 


convention, his 


a banner convention to the display 
sion. (Editor's note: Elhart’s complete ad 


dress is found on page 5 of this issue.) 


Some of his reasons for the increased 
importance of display are: 

1. The transportation problem for ship- 
pers, which will favor neighborhood stores 
and make department stores in downtown 


areas fight harder than ever for business 

2. It will be the job of display to make 
Win- 
defi- 


a favorable impression both in show 
dows and that 
nitely made on these less frequent shopping 


interiors so sales are 
tours. 

3. “Stores are already complaining that it 
is difficult to get competent salespeople. Both 
window and interior displays must take 
the load 

4. “It is 
that must be 
deficiency that may develop in personnel bj 


” 


interior display in particulai 


prepared to make up for any 
doing an increasingly effective job ot at- 
tracting customers and selling them on tl 
spot.” 

5. “The emphasis on informative displays 
must be greatly increased.” 

6. “If this analysis is correct then obvi 
ously stores must spend more on_ interto! 
displays.” 

7. “Because of the special conditions aris 
ing out of the war emergency, it seems in 
evitable that 
than decrease in importance in the 


display will increase rathe! 
months.” 

8. “At the NRDGA convention ~P 

° ) 

men agreed that dollar expenditures in 1942 

should not be cut in comparison with 1941 

and some increases might have to be planned 


romotiol 


to take care of increased costs.” 

“One can 
the display craft in this country than to ex- 
press the belief that it will perform its tunc 
tion in merchandise distribution with the 
same patriotism and the same devotion as 
has the contribution of their fellow 
craftsmen in 


pay no higher compliment t 


been 
England.” 

And so I can definitely announce that t! 
I. A. D. M. will be a “Displa 
For Victory.” vitl 
the 


convention 
Display must carry on 


assisting in sale of bonds, Red Cross 








Cc 
NE 
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NEW SPRING 
SHADES IN 


FABRICS 







@ LEATHERETTES 
@ CRASHES 
e @COTTON ROPING 
@ PLIOFILM 
@GRASS MATS 
MAHARAM @BEACH CLOTHS 
CAN FILL @FISH NETS 
EVERY @CORK PRODUCTS 
DISPLAY @BAMBOO PRODUCTS 
NEED @ LAMILUXE 
@PATRIOTIC STRIPES 
- @TROPICAL MATS 


@ QUILTFOILS 
@ DISPLAY PAPERS 





yA \ Je 

7 
FABRIC. CO 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


St. Louis 
915 Olive St. 


ae 
RPO 


Chicago 
6 E. Lake St. 


Los Angeles 
819 Santee St. 





For Fast — Economical — Impressive 
FLOCKING — USE THE LOW PRICED 


<A FLOCK GUN 


eSprays Flock firmly 
into binder. 


eGives complete, 
even coverage ani 
produces appealing 
suede or shimmer- 
ing velvet effects. 






Paasche Art, 
Sign and Dis- 
play Equip- 
ment is sold 
at better Art 
Supply Deal- 
ers every 
where. 


@Special features of 
gun keep Flock in 
constant agitation 
—no packing. 

@Light weight—Easy 
to use — operates 
with small aircom- 
pressor—gives Fan 
or Round Spray. 








SEND TODAY FOR NEW BULLETIN Al}-41. Gives 
complete information on Floc’sing Equipment, Air- 
brushes, Colors, Sandblast Gun, Spraying outfits 
and Airpainting Equipment. 


1911 DIVERSEY PARKWAY 
In Canada: The Hughes Owens Co., Ltd., Montreal 


CHICAGO, ILL. 


The Art Metropole Co., Ltd., Toronto 





FINE WHITE or 
MINNESOTA B IRC Hi POLE & 
Excellent for decorative units or fixtures for year- 
round promotions. Quantity purchase makes these 
low prices possible. 
Approx. 7% in. to 1% in. dia.—4e ft. 
Approx. 114 in. to 114 in. dia.—Ge ft. 
Approx. 2. in. to 214 in. dia.—Se ft. 
Lengths up to 12 ft. 
2Sc packing charges on orders less than $5.00 


WES-BAR DISPLAY CO. 
1005 13th Ave., E. Duluth, Minn. 












DISPLAY WORLD 


civilian defense, and to “Keep ‘em Flying.” 
We, manufacturers and displaymen alike, 
must bolster the morale of those who are at 


home. Our displays must encourage loveli- 
ness among the women of America. The 
theme of our convention and the nature ot 
our exhibits will form an important front 
line unit for the morale of the American 
people. 


The displayman knows the manufacturer 
can not supply him with all of the things 


that could be but if he 


had last vear can 
not get those things he must have substi- 
tutes and improvements over what 1941 


could produce. The smart manufacturer will 
have these articles in his line. It is a known 
fact that the same materials can not all be 
procured this year that were available last 
Priorities have this 
tion and the manufacturer needs more than 
this convenient 
his products that the I. 
and exhibition offers. 


year. changed condt- 
method of displaying 


A. DD. 


ever 
M. convention 


NEW CHICAGO OFFICERS 
HOLD FIRST MEETING 
The first meeting of the Chicago Display 
headed 


by Jack Pollari, was held on February 2 at 


Club under its newly elected officers, 


the Hotel Sherman and gave every indica 
tion that the coming year will be a banner 
one for the organization. One hundred and 


ten displaymen, including many from the 
prominent State street stores, were present 
During the business session it was voted 


to change the name of the club from Display 
Sales Promotion Club to 
Club. The motion to this effect evoked con 
siderable that 
the former title was more descriptive ot the 
the 


Chicago Display 


discussion, a number feeling 


club's activities; however, change 
finally adopted. 
EF. J. “Jim” Berg, 


and Robert Johnson, Commonwealth Edison 


was 
Durable Displays, Inc., 


Company, spoke briefly regarding the duties 
and opportunities of the display profession 
build 
morale during the present emergency. 


in assisting in every way to public 

Ref 
erence was made to the part that the Inte1 
national Association of Display Men is tak 
ing in such a 


On the lighter side, Silbar, the 


program. 
magician, 


entertained the gathering with a variety ot 
tricks in which several of the audience pat 
ticipated, usually to their chagrin. Ray 


Goldblatt 
ability as an 


This 


Bianchi, display director — for 


Brothers, demonstrated his 


artist by sketching a lovely model. 


was then followed by similar attempts by 
Wally Kramer and Dave Rosen, their work 
being complicated by the lack of cooperation 
on the part ot the model, who insisted on 


removing various articles of apparel as the 
drawing progressed. 


Kimball Returns 


To Auerbach's 





Ernest E. Kimball, formerly with the dis 
play department of the Auerbach Company, 
Salt Lake City, and more recently in charg 
of display for the C. C. Anderson Store, 
Ogden, Utah, has returned to Auerbach’s as 
display manager. The display department ts 
under the supervision of Hugh D. Dwight, 


advertising manager. 
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NEW AND DIFFERENT 


FLOOR 
COVERING 


for Windows and Cases 














SCHACK-GRASS 
1 ‘ COVERS $425 
Sq. Ft. for 

Makes your windows 
fresh and attractive. 
Easily and quickly ap- 
plied. Merely scatter it 
around to a depth of 
about 1” and pat down 
solid. When not in use 
gather up and store it. 

Made of finely cut and 
dyed excelsior. Five 
pounds will cover 15 
square feet to a depth 
of 1”. A very eco- 
nomical floor covering. 
Standard colors in pas- 
tel shades of yellow, 
pink, light green. orchid, 
old rose. Special colors 


to order. Put up in 5 
pound bags. 








SEND A TRIAL ORDER 


THE SCHACK 
ARTIFICIAL 
FLOWER CoO. 


319 W. Van Buren St. 
CHICAGO - - - ILLINOIS 


















SERVI 


tion about anything in the 
which you are interested. If 


of any display problem. 
Air Brushes 


Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 


Brushes and Pens 
Card & Mat Board 


Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 


Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 


) JOOOOOOOooOooooooooOooOoOoOooOUoOoo 


Invisible Glass 
Lacquering Outfits 
Lamp Coloring 


Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
eam neg (Window) 
ay 

otographic Blowups 
Plastics . 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 

igs 
C) Window Lighting 


JOUOOOOOOOO0OoooRo! 


i 
l 








OoOo0oooooooooooOooooonoDooONgD 


O Do you plan to remodel your 
C) Do you plan to build a store 


MAIL TO 


Firm 
Display Manager 
Street 


City 





Display 
World 


Display’s Great Monthly Digest 


CE 


BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 


display line in 
you do not find 


your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 


a a nent 


Background Coverings 


Cardwriters’ Materials 


Fabrics and Trimmings 
Hosiery & Shoe Forms 


Lithographed Displays 


er Mache Specialties 


C Do you wish a copy of their catalogue? 


store soon? 
soon? 


DISPLAY WORLD 
CINCINNATI, OHIO 


State 
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FEBRUARY, 1917 

F. A. Jacobson became display manager 
for James McCreery & Co., New York City, 
following the resignation of A. Tishman, 
who had been in charge of the department 
for twenty-one years. 

Lawrence McArdle left Orkins’, New York 
City, to join L. Bamberger & Co., Newark, 
as assistant display manager. He was re- 
placed at Orkins’ by Richard Dougherty, 
formerly an assistant at Gimbel’s. 

Patriotic displays took a sudden spurt as 
the United States broke off diplomatic rela- 
tions with Germany. 

Ellis Hansen left Wurlitzers’, Chicago, to 
do free-lance display work for several Loop 
music steres 

Philip Mercier, Green Bay, Wis., accepted 
the position of display manager for the 
People’s Store, Chicago. 

\ $200 Edison phonograph was awarded 
to Linden Sewell, Lehigh Valley Light & 
Power Company, Allentown, Pa., as_ first 
prize in a contest sponsored by the General 
Electric Company. 

Max W. Boyd took charge of display for 
M. Schick & Co., Kenton, Ohio. He had 
been with Meyer-Wilins Company, Quincy, 
Illinois. 

H. E. Herrold resigned as display man- 
ager for H. G. Wendland Company, Bay 
City, Mich., to take a similar post with 
Brandon-Durrell Company, South Bend. 


FEBRUARY, 1932 

The National Display Equipment <Asso- 
ciation decided to give up its plans to hold 
a display convention in June. 

J. H. Richter, display manager of The 
lair Store, Chicago, as general director of 
the coming convention of the International 
Association of Display Men, announced 
plans for the event. W. L. Stensgaard, 
president, W. L. Stensgaard & Associates, 
Inc., was chairman of the publicity com- 
mittee, Howard Oehler, Wieboldt’s, of the 
educational committee, Merrill F. Long, as- 
sistant display director of Montgomery 
Ward & Co., of the entertainment commit- 
tee, and Paul L. Wertz, The Fair Store, of 
the photo contest committee. 

C. O. Crites, Levy Brothers, Louisville, 
made his appointments as chairman of the 
Southern Display Men’s Association conven- 
tion which was to be held early in May. 


Merchants Adopt 
Blackout Rule 


The Pennsylvania Retailers’ Association, 
Harrisburg, has adopted a restriction on 
retail display window illumination, with a 
view toward possible blackout regulations, 
and the restrictions have been given the 
approval of the state defense council. Under 
the provisions, no store windows shall be 
lighted at night unless a night watchman is 
on duty within the store to extinguish lights 
in case of an alarm, or the store owner pro- 
vides an approved cut-off switch located out- 
side the store in a conspicuous and easily 
eccessible position. 


FEBRUARY, 1942 
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MULTI-USE 


F 1 eae id GLASS DISPLAYERS 
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f . : AN P The name that means } ALUE and SUART NESS 
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ZL 4 to DISCRIMINATING DISPLAY MEN 
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Refer to. price 


caer MULTI-USE Ujlase- DISPLAYERS 


January Display 
World, or write 


for full details. x *eweidJ. €. BARROHR AND ASSOCIATES HR * 








PLASTIC 
SPLICER 
36¢ PER 
FOOT 
AVAILABLE 
UP TO ll 
FEET yn 
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An Unusual Sales Compelling 













Treatment in Window 






Displayers 


BUILD-UPS—UNLIMITED!!! 


x * 


A new type of display fixture that answers the demand for some- 
thing entirely original. The versatility in the display application ma j 
of these units are limited only by the ingenuity of the displayman. $< <@Z > 





BUY MULTI-USE GLASS DISPLAYERS NOW—AND MAKE YOUR SPRING WINDOWS SPARKLE 


Chicago Office: ROBERT B. DEAL, Representative, 209 S. State St., 1707 Republic Bldg., Phone Webster 2060. 
Eastern Office: R. E. HOWARTH, Representative, North Penn Glass & Mirror Co., Quakertown, Pa., Phone 470. 


J. E. BARRON and ASSOCIATES 





5934 VINE STREET Tel. PA. 0502 CINCINNATI, OHIO 












100 
SPARKLING 
NEW 
DISPLAY 








r than ever before — — new 
zlore “Quali-Craft” Display Guide 
“al g @ for Spring & Summer, 1942! 

Bigger—because there are 
72 pages chock-full of new 
and interesting display 
products — more than three 
times as many as have ever 
appeared in any previous 
issue. 

Better — because from 
cover to cover this useful 
Guide for Displaymen is 
packed with brand new dis- 
play ideas designed to really 
stop traffic and produce 
sales. Send the coupon now! 
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& . . . 
: yi Send for this catalog and order your display needs while 
& 
3 @ stocks are complete. SEND THIS COUPON NOW! 
a 
s The Sherwin-Williams Co., (Dept. S) NAME 
& i eee Seve, N. W. 
eveland, io 
H Gentlemen: Please send me a FREE copy ADOuEES ay a eal Bi ai i 
b of the new Spring & Summer 1942 Quali- 
i‘ Craft Display Guide. CITY ia STATE... 
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